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Rough Proofs 


Ivory Soap is to broadcast a weekly 
series of musical comedies. Yes, you 
guessed it—you'll hear them on Sat- 
urday night. 

vvy 


Distributors of Waters Genter 
Toastmasters got a lot of toasted food 
from the manufacturers via Western 
Union. The restaurateurs may use 
the idea without extra charge. 


7. 9 


“Organize to Tell Truth About 
Rum.” 

Strange to say, this refers not to 
the W. C. T. U., but to the rum mag- 


nates themselves. 
v v v 


“You can miss 90 per cent of the 
families in Lame Elbow,” remarks 
Leo McGivena, the well-known pub- 
licist, “and no harm done.” 

But if Lame Elbow is where Rough 
Proofs suspects it is, the folks there 
are very unlikely to miss you. 


- 3 


Jim White goes from General Wine 
& Spirit to Bowne’s Wines and 
Spirits, thus advancing from the gen- 
eral to the specific. 


, wv fF 


A Bowman milk wagon horse, it is 
pointed out, handles a job that Caval- 
cade conidn’t manage. And maybe 
Cavalcade isn’t glad of it! 


vgy¥e iy’ 


Joe Kraus asks “Whither are we 

BS drifting?” as he sees the menace of 

nudism hovering over the men’s wear 

industry. A country that refuses to 

S pull up its socks is on the high-road 
to perdition. 

v 
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So they're selling silk stockings in 

drug stores. Now if a man could just 

® ‘ake one to the prescription counter 
and get it filled— 


7, + FF 


Steve Hamas is featured in the ads 
Bas “championship boxer.” He must 
® be the champion of Ruritania. 


} .  * 
m A lot of periodical publishers have 
3 failed to file their advertising rates, 
® the code authority says. The author- 
sy ought to disguise itself as an ad- 
s Vertising agency. 
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According to the carefully punctu- 
ated copy, some Brown & Williamson 
Premiums are sent “collect” and 
B others “prepaid.” But suppose some 
of the items are “out of stock’? 


* = 
ac National Livestock & Meat 
ard says that women can reduct 
" a meat diet. But that’s making 
© sreat adventure almost too easy 
‘or the softer sex. 

vovsy 
g If the test campaign tor New Fairy 
ts (loesn't come up to expectations, 
“tirley Temple, 1934’s most popular 
lalry . 
mY, Might be persuaded to take 
Ver the job, 

x F FF 
A Berlin tailor has been deprived 
ee Diivilege of advertising. May- 
, . too color-blind to do a 
£00d jn} 


hi the manufacture of brown 
shirts 
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ation is well in hand, and 
‘Ss fair again has Sally 


Cory Cus. 


CENTRAL COOLING 


UNDERGROUND rermieranne PIPE LINE 


Serving ALL DOWNTOWN ST. LOUIS 


The amazing spread of air-cooling among down- 
town stores, restaurants, offices, and business places 
of all kinds is more easily understood when you 
consider the unique underground refrigerating 
pipe line service offered by this Company 


THESE DOWNTOWN 
BUSINESS HOUSES 


On short notice, any downtown concern may be 
connected with these lines. Air-cooling of suites, 
stores, entire buildings, is thus made quickly avail- 
able without the cost and trouble of installing 
complex individual air d. 


The public has given 
emphatic approval of air- 
cooling service by focus- 
ing an increasing amount 
of its patronage on the 

i houses offering 
them this inducement. 
Below are listed a num 
ber of concerns using St 
Louis Refrigerating Pipe 
Line service. 


COOLING service 
fom a 


cwsTOws ° Ours 


ST. LOUIS REFRIGERATING & COLD STORAGE COMPANY 


LEWIS & O'FALLON STREETS 
PHONE CENTRAL 2090 


Newspaper advertisement for St. 

Louis Refrigerating & Cold Stor- 

age Company which ran in local 

dailies this week, offering a central 

cooling service to all downtown 
St. Louis. 


CASHMERE SOAP 
COPY IS BACK 
AFTER 4 YEARS 


Captures Romance of Grand- 


New York, Aug. 2.—Combining a 
quality and price appeal, the first 
magazine advertisement of Cashmere 
Bouquet soap seen since the merger 
of Colgate-Palmolive-Peet in 1928 ap- 
peared in the Suturday Evening Post 
this week. It will be followed by 
copy in the September issue of Good 
Housekeeping and a number of mo- 
tion picture magazines. This is the 
first national advertising placed for 
this product by Benton & Bowles. 

Reduction of the price from 25 to 
ten cents a cake is heralded as the 
most important announcement made 
by Colgate in 127 years. The com- 
pany followed up this startling price 
cut with the suggestion that three 
cakes now be bought at once. 

Woodbury’s, one of Colgate’s chief 
competitors, recently reduced its price 
from 25 to ten cents and is now con- 
ducting an extensive campaign to in- 
troduce the product to “new millions” 
who can afford it at the lower price. 

Ken R. Dyke, advertising manager 
for Colgate-Palmolive-Peet Company, 
explained that some significant facts 
were unearthed by a survey by the 
agency. One of the most suggestive 
was that nine out of ten users first 
heard of Cashmere Bouquet from 
their mothers or grandmothers. It 
was remembered chiefly for its fra- 
grance and hard-milled texture. 

Romantic Days Recalled 

“Hence, we have given advertising 
a new and difficult job,” said Mr. 
Dyke. “We are trying to make il- 
lustration and typography, as well as 
words, tell this story. We are capi- 
talizing this rich background with oil 
paintings by Walter Biggs, which cap- 
ture the romantic effect of the suc- 
cessful drama, ‘Smiling Through’.” 
The initial illustration is redolent 

(Continucd on Page 16) 


Hearings on Agency Code 
Are Scheduled for Aug. 16 


Trade Practice Clauses Ban 
Rebating, ‘‘Stealing’’ 
of Personnel 


Washington, D. C., Aug. 2.—Public 
hearing on a code of fair competition 
for the advertising agencies, which 
has been variously reported as 
“lost” and as non-existent for some 
months, has now been announced for 
Thursday, Aug. 16, in the Hall of 
Nations of the Washington Hotel 
here. Acting Division Administrator 
William P. Farnsworth will be in 
charge. Originally, the hearing had 
been set for Aug. 7. 

The proposed code has been sub- 
mitted by the American Association 
of Advertising Agencies, claiming to 
represent 54 per cent of the volume 
of business in the field, the NRA 
declares. The code is to become 
effective ten days after approval. 

The wage and hour provisions of 
the code call for a 36-hour week, 
averaged over a consecutive four- 
weeks’ period, and a minimum wage 
of $15 a week. The limitation on 
hours would yet apply te employes 
engaged in managerial capacities or 
as outside salesmen, copywriters or 
artists, paid at the rate of not less 
than $35 a week, nor to account 
executives. It is provided that addi- 
tional hours may be worked in the 
case of necessity but that time and 
a third shall be paid for the time in 
excess of the maximum hours. 


Administration of Code 


The president of the Four A’s 
would be a member of the code au- 
thority, and its executive officer. 
This administrative body would be 
made up of not more than 13 mem- 
bers of the trade and such additional 
individuals, without voting power, as 
the administrator may appoint. 

The voting power of members of 
the industry would be based upon 
their gross income during the pre- 
ceding year. Members whose gross 
income during the preceding year 
was less than $25,000 would have one 


| vote, with the number of votes there- 
|after increasing by one as volume 
doubled. 


| Gross income of $50,000 would en- 
‘title an agent to two votes; $100,000 
|to three votes; $200,000 to four 
votes; $400,000 to five votes; $800,- 
000 to six votes; $1,600,000 to seven 
votes; $3,200,000 to eight votes; 
$6,400,000 to nine votes; and a larger 
gross income would warrant ten 
votes, the maximum. 


The basis for apportioning contri- 
butions by trade members to the ex- 
pense of administering the code 
would be 1/10 of one per cent of 
agency gross income during the pre- 
vious calendar year up to $1,500,000; 
and 1/20 of one per cent of the gross 
income in excess of $1,500,000. 


To Regulate Advertising 


In the proposed article relating to 
the powers and duties of the code 
authority, it is provided that the ad- 
ministrative body shall, as soon as 
practicable, in cooperation with the 
owners of advertising media and ad- 
vertisers, establish regulations de- 
signed to prevent the publication of 
misleading or untruthful advertising, 
| for the protection of the public and 
of its confidence in advertising.” 

Among the unfair trade practices 
which it is sought to have prohibited 
by the code are the splitting of com- 
missions; the giving away of col- 
lateral advertising; the allowing of 
cash discounts not earned by prompt 
payment on cash discount dates; the 
offering of employment to a full time 
employe of another member of the 
trade without first notifying that 
member; and thus inducing ‘or at- 
tempt to induce” the breach of an 
existing contract between a competi- 
tor and his customer. 

The complete text of the trade 
practices section of the proposed 
code (Article VII) is as follows: 

“The following practices constitute 
unfair methods of competition or of 
trade practice for members of the 
trade and are prohibited: 

“1. To take from printers, litho- 
graphers, artists, engravers or other 

(Continued on Page 22) 


Last Minute 


News Flashes 


Two More Insurance Companies to Advertise 


New York, Aug. 3.—Following announcement of a new magazine cam- 
paign by the New York Life Insurance Company, the National Life Insur- 


ance Company, Montpelier, Vt., has 


appointed Richardson, Alley & Rich- 


ards Company to prepare a national advertising campaign, the first in the 


nistory of the 84-year-old company. 


Magazines will be used. 


Stewart Mims Made Ferry-Hanly Vice-President 


New York, Aug. 3.—Stewart L. 
Thompson Company last year after 


account executive and vice-president, 


Company as vice-president and direc 


Mims, who 


resigned from J. Walter 
15 years with that organization as 
has joined Ferry-Hanly Advertising 
tor. 


Mr. Mims will make his headquarters in the New York office of the 


agency. 


Propper-McCallum Appoints Sumner 
New York, Aug. 3.—The Propper-McCallum Hosiery Company, New York, 


has placed its advertising account wi 


th the G. Lynn Sumner Agency. 


O’Donnell Joins J. M. Mathes 


New York, Aug. 3.—Charles F. O’Donnell, formerly with N. W. Ayer & 


Son, Inc., as account executive, and 


more recently director of sales for 


Distilled Liquors Corporation, has joined J. M. Mathes, Inc., as director of 


merchandising. 


CANNERS’ REPORT 
ON GRADE LABELS 
HELD INADEQUATE 


Ask Immediate Grading of 
Six Items 


Washington, D. C., Aug. 2.—Rec- 
ommendations by a committee from 
the canning industry on the subject 
of quality standards and _ grade 
labels, submitted to the administra- 
tor on July 13 pursuant to an execu- 
tive order, are considered inadequate 
by the three public representatives 
acting as special advisers, it was 
announced today. 


The report of these advisers, C. 
W. Kitchen, assistant chief of the 
bureau of agricultural economics; 
W. B. White, chief of the food con- 
trol laboratories of the food and 
drug administration; and Karl 
Hauck of the NRA consumers ad- 
visory board, was made public by 
Deputy Administrator Armin W. 
Riley. 

Principal objections to the com- 
mittee’s recommendations centered 
on the fact that they contemplate 
establishing only minimum = stand- 
ards, whereas the special advisers 
feel the time is appropriate for 
formulating standards and _ grades 
above the minimum. 


In a letter to the administrator 
endorsing the advisers’ report, Eli- 
nor S. Barr, of the consumers’ ad- 
visory board, expresses the board's 
“strong feeling that the committee's 
recommendations are far too limited 
in scope to carry out the clear intent 
of the President.” 


Of Little Value 


The report of the three advisers 
says, in part: 

“In our opinion the resolution does 
not adequately comply with the pro- 
vision of the executive order of May 
29, 1934, which states that the com- 
mittee shall cooperate with you ‘in 
the formulation of standards of 
quality’ and make recommendations 
to you for inclusion in the code of 


‘provisions with respect to such 
standards and labeling  require- 
ments.’ tas 


“Obviously, establishing additional 
standards under the McNary-Mapes 
amendment to the food and drugs 
act will not meet the needs of con- 
sumers for standards of quality and 
informative labeling. These minimum 
standards are not intended to meet 
that need. 

“The bureau of agricultural eco 
nomics, as a basis for its permissive 
grading and certification service, has 
formulated grades for 11 canned 
fruits and vegetables, six of which 
have been promulgated by the Sec- 
retary of Agriculture, and some in- 
vestigational work has been done 
upon 13 additional products. 

“These grades are now being used 
to a considerable extent in whole- 
sale transactions and as a basis for 
purchasing by public institutions. 
Some use has also been made of 
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August 4, 193, 


them in connection with grade label- | 
ing. The information obtained should 
be used in developing the standards 

contemplated by the executive order. 
Numerous conferences were held 

with canners prior to the promul- 

gation of the six grades by the Sec 

retary of Agriculture.” 


Wants Use Made Mandatory 


The group of advisers then declares 
that “if definite progress be 
made toward informative labeling on 
the basis of uniform standards, we 
believe prompt steps should be taken 
to formulate such standards for a 
few products at least. The grades 
promulgated by the Secretary 
Agriculture are for cream style corn, 
whole grain style corn, peas, toma 
toes, string beans, and grapefruit. 
The formulation of standards for 
these products, or several 
would make a start toward 
sired objective. 


is to 


the 


Code Clause 


“At the same time, we believe the 
committee should promptly submit 
recommendations for provisions in 
the code requiring canners to label 
these products according to stand 
ards approved for the code and rec- 
ommendations as to the procedure 
for the enforcement of their 
under the code.” 


Recommends 


use 


| 


of | 


of them, | 
de- | 


store for men and boys, has appvointed 


——, 


DESIGNED TO LIGHTEN HOSTESSES' BURDENS 
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Redesigned Toastmaster hospitality tray which will be featured in 
Waters Genter advertising this year. Details of the campaign were 


York The Evanston, Ill., News-Index has 
appointed the Julius Mathews Special 
Agency as its national advertising 


| representative, effective Oct. 1. 


DePinna, New department 


Bermingham, Castleman & Pierce, 


Inc., New York. 


220 PAGES OF 
ROTOGRAVURE IN 
WARD'S CATALOG 


Reflects National Trend 
Toward Sophistication 


Chicago, Aug. 2.—An important 
transition of mail order advertising 
and merchandising is reflected in the 
new fall and winter catalog now 
being distributed by Montgomery 
Ward & Co. to more than 6,000,000 
people throughout the country. The 
new book represents a bold effort to 
raise the standards of advertising 
presentation to equal those of na- 
tional advertising in popular maga- 
zines, according to the company. 

Sensing the changes in taste of the 
average American toward more so- 
phistication and the rapid “stepping 
up” of rural conditions, Ward’s have 
completely renovated their mail order 
catalog. Striking an entirely new 


‘note in functional utility, the cover 


Your advertising says “Buy my brand! Buy my brand!” 


But it does little good unless prospects are able to locate 
a dealer who sells your brand. 


Insure results from your advertising by listing author- 


ized dealers ‘ry ade ci assifie le 
ealers under your trade mark in Classified Tele- nEMINGTON RAK 
4 2 . . . ker Vawter - ha - 
phone Directories wherever you have distribution. Then zoo. lane eat i 


direct prospects to these authorized dealers in your ad- 
vertising as Remington Rand does: Look for Remington 
Rand in your telephone directory. 

Many national advertisers are using “ Where to Buy It” 
Service in this way to aid their dealers and increase sales. 

American Telephone and Telegraph Company, Trade 
Mark Service Division; 195 Broadway, New York 
(EXchange 3-9800); 311 West Washington St, r & 
Chicago (OF Ficial 9300). | 


4 CLASSIFIED TELEPHON. 
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Office Equipment.—(Cont’d) N 


Remington, Powers . . . 
accounting, bill- 
ing, tabulating machines. 
Library Bureau 
Rand Kardex . . 
records. Remington. . 
and supplies. 


“WHERE JO BUY IT” 
Remington a 
a 


.. fling 
. Visible 
. typewriters 
Safe-Cabinets. 


“> 
of the catalog indicates the modery 
treatment to be found in the 656 
pages to follow. 

Replacing the time-worn picture jy 
lustration, the cover is a rich Ma. 
roon, with severely simple design and 
lettering. Twenty departments are 
indexed on orange and white ling 
along the border of the cover. 


Catalog Goes Modern 


Bombast, exaggeration of illustra 
tion, sweeping editorials and confyg 
ing display, so typical of the maj 
order catalog since its inception, a), 
startlingly absent in the new book 
A cleanliness of presentation with 9 
liberal use of white space, n der 
typography and type faces, hayp 
given the new catalog a dignity gy 
appearance that makes it comparabj, 
to the best contemporary work jy 
the national publication field. 

The use of photographs has bee, 
expanded to capture the realism 9; 
the merchandise. This is particular} 
evident in the radio and furniture 
departments, which contain many 
full page photographs of individya) 
subjects. 

An important change is the jp. 
crease of rotogravure pages from 64 
to 220 over the spring and summer 
book. The current catalog carries 
more rotogravure than has ever he 
fore been incorporated in a single 
publication. The largest printers jy 
Chicago were taxed to capacity to 
meet the order, which is the bigges 
in the history of the industry. 

Rotogravure is used with unusual 
ffectiveness in the display of drugs 
ind cosmetics, illustrating the ela). 
rate repackaging and re-styling pro. 
zram recently undertaken by Ward 

There is a general improvement jp 
the quality of printing, especially in 
four-color newsprint which was pio 
nered by Ward’s several years ago 

Where photographs are not tse 
art work shows a decided improve. 
ment over catalogs of the past be. 
cause of original treatment. An out 
standing example is in the women’ | 
apparel section. The ‘doll faced 
model has lost her job and the typi 
cal American girl is now wearing 
the apparel in the catalog. 

A radical change in style is the 
wide use of “cut in’ copy. It was 
formerly the rigid policy to print the 
whole of a picture without overlay 
ving editorial matter. It is commo! 
in the new book to find photographs 
frequently broken by copy, thus 
eliminating many of the non-esse! 
tial parts of the photographed a! 
ticle in favor of larger “close-ups 
of the subject. 

A feature of Ward’s catalogs whi 
has produced much comment in t'' 
past few issues is the display | 
“swatches” or actual samples of m 
terial pasted on the printed pag 
This practice is followed in the nev 
book on the inside front cover 
which two swatches of prints and 0! 
of cotton flannel attract the reade!> 
eye. 


Black, White, 
Are Rated Low 
In Legibility 


New York, Aug. 1.—The standa! 
black on white has no stronger Tr 
son than custom for its popular! 
according to “Color and Its Applic! 
tion,” a book by M. Luckiesh, ¥® 
known physicist. 

Mr. Luckiesh reported that blac 
on yellow is the most legible of ® 
color combinations. Green on whit 
is second and red on white thit 
Blue on white comes fourth, ' 
lowed by white on blue, after whit 
black on white is rated. 

Other combinations, 
which are often used by adverts’ 
are accorded an even lower Tf? 
ing. Yellow on black ven 5° 
enth place, while white on red Ms 
given eighth. Back of tlese 6 
white on green, white on }lack 
on yellow, green on red and red 
green. rT 

Green and white, rated sece!’ 
legibility or “carrying powe!: og 
be a popular combination lor 
well as summer apparel. accor’ 
to the Color Fashion Bureau.” 
greens will range from olive shat 


many 


is 2 


re 


fall 2° 


to bluish green. 
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MAN 
BITES 
DOG 


‘“Let’s have a picnic,” says one or the other of the 
Mortons. “Let’s,” agree the rest. And it’s done. But not 
before a certain number of jars of this and cans of that, 
hot dogs and other comestibles, paper napkins, plates and 
cups have been purchased. Picnic time is good for the 
Mortons, and good for business, too. 


There may not be a lot of romance in pickles, but 
there is even less romance when it’s the other fellow’s 
pickles that the Mortons are taking along. The Mortons 
ean be sold your merchandise because they’re young 
: enough to have an open mind about such things. But to 
sell them, you must tell them; they’re much too modern 
to guess about food—or anything. 


The Mortons are a typical AMERICAN family. There 
are 450,000 of these very nice families reading the 
Chicago American every night. They spend money, not 
like water, but like the smart, knowing people that they 
are—on their homes, their children and, to be sure, on 
; themselves. They like picnics, parties and getting about 
in general. For they are younger on an average than any 
other newspaper audience in Chicago. 


o ra 
‘baa 


ee Eighty per cent of today’s merchandise is priced 
| within the purse-range of the Mortons. Eighty per cent 
of today’s business is done with the Mortons. They and 


450,000 other typical AMERICAN families—young, ag- 
gressive, employed, and coming fast—are the spending 
class today. And because there are so many of them, 
they’re always buying something—every day, every hour, 


every minute. Where they buy, how much they spend, “a 
depends on you. A word to the wise is—ADVERTISE. Sa 
“ r 
- - - gives 450,000 
nit ege * 
: families Buying Ideas 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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Nudism and the 


Those not directly concerned with 
the merchandising the 
clothing industry may feel that Jo- 
seph M. Kraus, advertising manager 
of A. Stein & Co., manufacturers of 
Paris garters, is unduly alarmed 
when he booklet, “You 
have nothing on the nudists,” to exec- 
utives in the clothing field. His com- 
plaint is that the industry is play- 
ing into the hands of the nudists by 
making it easier to get along without 


problems of 


circulates a 


certain items of apparel. Socks which 
their 
make garters unnecessary, and there 


carry own support of course 
are similar cases in other lines. 

no doubt, that 
more accurately, the re- 


bellion against excessive clothing, is 


There is however, 


nudism, or 


one of the most strongly defined char- 
acteristics of the times. It has been 
voing on a long while, but final 
development in the widespread prac- 
tice of doffing all clothes in quest of 
greater health and energy 
pelled attention which it formerly 
did not receive. Radical changes in 
the design of bathing suits, and the 
tendency of many bathers to 
trunks that what 
used to be called modesty is fast dis- 


its 


has com- 


male 


wear only show 


appearing in this possibly more 
lightened and certainly more daring 
age. 

But it 
fifty years ago a 
than 
sidered 


en- 


that 
wore 


must be remembered 


woman who 
less three petticoats was con- 
and that 
objected strenuously 
and whalebone mon- 
generation ago were 
finally rejected by women. And men 
who used to wear starched shirts at 


immodest, corset 
manufacturers 
when the steel 


strosities of a 


all seasons, and whose heavy derbies | 


made baldness even more common 


than it is today, are showing a strong 


Clothing Trade 


disposition to dress from the stand- 
point of health and comfort as well 
as convention. In other words, times 
are changing, and the changes are 
based on the demand of the individ- 
ual that his clothing help and not 
handicap him. 

From the standpoint of the manu- 
facturer interested in maintaining a 
market for his preducts, these 
changes are of course disturbing. 
They mean possible loss of business, 
unless demand can be transferred to 
something else that the manufactur- 
er can offer. As a matter of fact, 
scanty bathing-suits have not cut 
down the opportunities of the manu- 
facturers of beach and swimming ap- 
parel, but seem to have increased 
them. Since water sports are more 
popular, the market for these acces- 
sories is immediately expanded, even 
though the amount of 
single garment 
than formerly. 

Food had to 
take into account the disposition of 
the average person to eat less, and 
to eat differently. People want to 
stay young and to retain the slender 
figures of youth, and so _ beefsteak 
and seven-course dinners 
are less popular than they used to 
But food manufacturers have 
adapted their products to the chang- 
ing times, and the opportunity for 
the sale of attractive food special- 
ties was never greater nor more in- 
viting than it is today. 

In other words, while the trend 
toward nudism reflects the tendency 


fabric in a 


may be much less 


manufacturers have 


breakfasts 


be. 


Should Advertising Results Be 
Centralized? 


W. J. Ryan, advertising manager | 
of The Literary Digest, has made an 
interesting suggestion in a letter to | 
ADVERTISING AGE the subject of | 
making generally available the re- 
turns from advertising. His idea is 
that all 
cess to the records, and that agencies 
should interchange information. 

This somewhat revolutionary idea 
much to 


on 


advertisers should have ac- 


has 


commend _ it, hand, 
though the individual who believes 
that he has found out something 
about copy and mediums may hesi- 
tute to reveal the results of the ap- 
plication of his formula. But Mr. 


Ryan says: 
“There 


record = of 


should be kept 


results to 


a central | 
advertisers. 
Checking from one agent to another 


or from one advertiser to a central 


bureau could easily be established, 


to wear fewer clothes, it does not 
mean that men and women. will 
necessarily spend less for apparel. 
Under the right conditions, they 
| might easily spend more. 

and there is no reason why _ the 


largest of the agents should not give 
figures to the smallest compara- 
tive coupon sales costs. Advertisers 
often are puzzled to know how it is 
possible for one agency to know 
more about mediums than another. 

“Most agency presentations of me- 
diums are prepared to show percent- 
ages of boy sales, newsstand, combi- 
nation sales, premium circulation, 
These in themselves are in- 
teresting and worth while. However, 
there is a lack of information on 
type of reader and reader interest in 
the magazine. Cost per inquiry and 
cost per sale, Where available, should 
be checked every six months, so that 
changes in performance from year to 
year can be registered.” 

The suggestion is well worth 
cussion and serious consideration. 


on 


etc., etc. 


dis- 


THE HAPPY RESULTS OF A CONTEST 


—The Chicagoan. 


"Dick, you've won that jingle contest—twenty tubes of 


shaving 


cream!" 


’ Voice of the Advertiser 


Knows of No Committee 
To Discuss Copy Code 


To the Editor: On page 18 of your 
issue of July 21, you carry an article 
indicating that the National Publish- 


| George and of King Whisky.) Tech- 
| nically, it may not be false, but even 
| Clarence Darrow couldn’t convince a 
jury that it isn’t misleading. 

The King George 1V advertiser, by 
|this endeavor to attract attention to 


ers Association has appointed a se: | 


cret committee, which has been hold- | 
with a) 


ing meetings in connection 
copy code. 

I have had a number of inquiries 
as to the nature of this committee, 
and for your information will say 
that I know of no such committee 
and feel sure that if the officers of 
the National 


thing about it in this office. 

I do not know the source of your 
information but will say that the 
Periodical Publishers Association 


serves a field of its own entirely dis- | 


tinct from the National Publishers 


Association and I feel satisfied there | 


is nothing to the rumor that there is 


a secret committee handling matters | 


along the line 


article. 


suggested in this 


GEORGE C, LUCAS, 


Executive Secretary, National Pub- | 


lishers Association, New York. 


. & 


George IV a Sinner, 
Varrelman Contends 
Oditor: 


To the The average Ameri- 


can has a vague notion that England | 


is ruled, theoretically, by a 
When cross-examined, the 
of him would probably state that he 
thought the king’s first name was 
George. Or possibly Henry. But he 
wouldn't know how many Roman 
numerals should be affixed to the end 
of the name. It is Big Bill Tilden II, 
and John Jacob Astor III, but King 
George? Well, he thinks it’s III, but 
it may be X. 

Sixty per cent of the populace, I 
should judge, has more respect for 
the King of England than for any 
particular brand of whisky. The re- 
maining 40 per cent probably don’t 
care three fingers’ worth for all the 
kings in the world. 

The attached advertisement which 
today appeared in New York news- 
papers unquestionably is misleading. 
(That applies both to friends of King 


king. 


Publishers Association | 
had even considered a committee of | 
this nature, that I would know some- 


majority | 


King George IV landed 


at Quebec yeste rday 


on the Cunard er 


S.S. Ausonia 


s< 


King George IV will entrain 


to-night at Montreal, 


en route to America, 
arriving in New York 
at Grand Central Station 


| to-morrow morning (8:20 a.m.) 


| his product, stands out as Exhibit A 
|in lack of good taste. The New York 
| newspapers deserve honorable men- 
| tion in the poor judgment award for 
accepting the advertisement. 

This should be Doc Tugwell’s and 
Brother Schlink’s pet peeve for the 
next six months. And for once they’ll 
be right. At least, I think so. 


Harry E. VARRELMAN, 
General Register Corporation, 
Brooklyn, N. Y. 


> . 


Val Schmitz Tells of 
Schaefer House Organ 


To the Editor: I have read my 
good friend E. F. Woodman’s note in 
your issue of July 14 regarding their 
house organ, the “Balboa Booster.” 
I have seen the first copies of this 
publication and they are excellent. 

For your information, our own 
modest publication “Foam and Facts” 
has been under way for some time 
and the first issue was released 


—— 


Information 
for Advertisers 


The following documents may be gp 
cured without charge by any nationa| 
advertiser or advertising agency fro», 
the companies sponsoring them, , 


Di 
through ADVERTISING AGE. 
No. 622. Circulation Facts. 
An excellently prepared detaile, 
analysis of the circulation distripy 
tion of the Oklahoman and Time, 


showing the location of the reader, 
of this publication and also of the 
Sunday Oklahoman. Also 
much data on the market 
buying habits. 


Contains 
and jts 


No. 623. The Song of the Hamme 
and the Saw. 


“Where will it be heard first?” this 
brochure of Household Magazin, 
asks, and answers with statistics 


showing the number of homeowner: 
among its readers, how and 
they spend their money, ete. 


W here 


No. 624. WLS Family Album, 193; 
An unusual publication in whic) 
members of the WLS and Prairi 
Farmer staffs are introduced, via pi 
tures and short biographical notes 
written in friendly style, to their lis 
teners and readers. Also a 
data on WLS which should proy 
useful to every radio time buyer. 


file of 


No. 604. A New and More Effective 
Approach to a Proven Market. 
A booklet published by Street ani 

Smith Publications announcing the 

introduction of a new four-color sery 

ice for advertisers in the Street and 

Smith Group. A unique feature of 

the plan is that plates for four-color 

pages in the publications will be fur 


An unusual broadside detailing the 
amount of money which will enter} 
the pockets of Oklahoma _ farmers} 
with the harvesting of the wheat) 
crop. Published by Oklahoma Fa 
mer-Stockman. 


No. 617. Cherchez la Femme. 


This story, issued by the Litera 
Digest, relates the adventures of a! 


nished by the publisher’ without 
charge. 
No. 607. $50,083,486 in Golden Grain, | 


advertiser of a line bought only b) 
women. This advertiser, according t 
the survey, is getting more inquiries 
than ever before at lower cost. Atl 
27 per cent of these inquiries ar 
converted into sales. 


No. 544. Mouse-Trap Manufacture 
Stages Come-Back. 


An interesting and entertainin 
story—with a moral—of a gentlemal 
who “constructed a broad, paved and 
well-lighted highway to his door, 
with a simple explanation of ho¥ 
he did it. Published by Americal 
Telephone & Telegraph Company. 


No. 579. Chicago . 

Central Market. 

A broadside giving industrial, por 
ulation and other statistics abou! 
Chicago in concise form. Include 
a large map of the city, and sallet! 
points about 21 districts, as well # 
data on the various types of servic 
rendered by General Outdoor Adve 
tising Company, by whom the ™ 
terial is issued. 


The Gres 


No. 601. Liberty. 


An interesting folder developed by 
Liberty Magazine which contails * 
copy of the publication together ¥"* 
brief material and charts describ! 
Liberty’s gains in advertisiné 
revenue. 


around the first of June. se 
Facts” is distributed to all retail ov 
lets who distribute beer in the me! 
politan area. 

Our second 
press. 

Through your columns | wou! 
interested to hear of any other ate 
ers who have issued similar hou 
organs. 


“Roam ane 


issue is now of © 


Id be 


vw 


Van A. ScHMil’ 

Director of Advertising. F. & - 

Schaefer Brewing Com? 
Brooklyn, N. Y. 
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Sixteen Hundred “Class A” 
Grocers and Meat Markets 
in FIVE New England States 


individually signed an agreement to actively co-operate with the 
National Live Stock and Meat Board and participate in the cost of a 
twelve-month advertising campaign to promote the sales of MEAT. 


The Boston Post ALONE is Carrying 
the Campaign— ONE Newspaper— 
With ONE Low Advertising Cost 


The campaign consists of 34 pages of Advertising in the Boston Sunday 
Post—with 24 pages in full color—under the slogan “‘Meat for Your 
Good Health.” It is the FIRST TIME that a co-operative promotion 
of this character has been developed anywhere. 


MORE MEAT Was Sold During the 
First Six Months This Year Than Ever 


Before in a Like Period 


The RESULTS have been so satisfactory throughout New England 


that plans are now being arranged to put on the same campaign in 
SEVEN OTHER LARGE COMMUNITIES—New York, Philadelphia, 
Chicago, Detroit, Cleveland, Pittsburg and Milwaukee. 


We will be glad to discuss the merchandising of 
YOUR PRODUCT in this area if you are interested 


be Boston os 


New England's "GOOD MORNING" for 103 years 


Latest The 
Net Paid Dominant 
Daily Home-delivered 
Circulation 9 Circulation 


SPECIAL REPRESENTATIVES—KELLY-SMITH COMPANY, New York, Chicago, Philadelphia, Boston, Detroit and Atlanta 
R. J. BIDWELL COMPANY, San Francisco, Los Angeles and Seattle 
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Doubled Market 
Set Up As Goal 
By U.S. Brewers 


New York, Aug. 2.—The United 
States Brewers Association, discuss- 
ing long range planning in a bulletin 
to members this week, envisioned a 
potential market for beer in America 
of approximately 88,000,000 barrels 
a year, as compared with about 40,- 
000,000 this year, adding that proper 
advertising will help the industry in 
attaining this ultimate and maximum 
goal. 

“Informed students of population,” 
the bulletin said, “have reached the 
conclusion that this country will at- 
tain a maximum of 130,000,000 per- 


sons sometime between 1940 and 
1950, and from that point on, we 
can expect almost a static popula- 
tion. 


Set Per Capita Goal 


“The calendar year 1913 showed 
the largest per capita beer consump- 
tion in our history, with an average 
of 21.03 gallons per individual. If 
the population experts are correct, 
and we can reach the 1913 basis, the 
brewers of America can hope to sell 


approximately 88,000,000 barrels of 
beer. 

“With an apparent consumption of 
around 40,000,000 barrels for 1934, 
the brewers still have a large un- 
touched market which proper adver- 
tising methods can develop.” 


United Drug Starts 
Its Largest Promotion 


Contracts are being released by 
Street & Finney, New York, for the 
fall One Cent Sale of the United Drug 
Company, which will be the largest 
program ever adopted by the organi- 
| zation. 

Included will be use of radio trans- 
criptions over 220 radio stations 
spotted throughout the country. 
Leading artists are featured in the 
spot broadcasts. 


Buffalo Club Party 


The Buffalo Advertising Club enter- 
tained members July 31 with a party 
at two clubs. Golf and bridge were 
played at the Park Club, and dinner 
and dancing were partaken of there 
and at the Meadowbrook Club. 


Worden to Pontiac 


Howard T. Worden, who has been 
with Campbell-Ewald Company for 
several years, has joined the adver- 
tising department of Pontiac Motor 
Company. 


MAJOR 0’ KEEFE 
DIES IN MAINE 
AT AGE OF 62 


Was Originator of ‘Say It 
with Flowers’ 


Boston, Mass., Aug. 2.—Major Pat- 
rick F. O'Keefe, president of the 
Boston advertising agency of that 
name, and originator of the famous 
slogan, “Say It with Flowers,” died 
at his summer home at Old Orchard, 
Me., Tuesday afternoon. Major 
O’Keefe, who had been ill for sev- 
eral months, went to Maine in May. 
He was 62 years old. 

Major O’Keefe was the creator of 
the slogan generally regarded by 
advertising men as the perfect ex- 
ample of its kind. The Major of- 
fered the slogan to the Society of 
American Florists at Cleveland in 
1917. The committee in charge im- 
mediately recognized its excellence 


It's Time To 
“Shoot the Works’ In lowa 


ee tae 


WHATS THIS lt 
HEAR ABOUT 
THE O€S MOINES 
REGISTER AND 
TRIBUNE 7 


Lancia SAM’S 


again open and money is flowing into Iowa 
at the average rate of $350,000 a day. This 
is the first cash payment to Iowa farmers for 
signing contracts in which they agree to re- 
duce hog production and corn acreage. 


The first payment will total about 25 million 


dollars. 


late in 1934, early in 1935. 


This new cash is NOT to be confused with 
the 60 million dollars in corn loans received 
by Iowa farmers early in 1934... nor is it 


drought relief money. 


5% millions were in the state by 
the middle of July; 20 million more will be 
in Iowa by the middle of September. 
million MORE in second and third pay- 
ments will pour into Iowa farmers’ pockets 


floodgates are 


45 


The 60 millions in corn loans paid thousands 
of debts and tax bills, and millions went for 
merchandise (Iowa business was GOOD the 
first 6 months). The new corn hog money 
finds farmers ready to buy; finds Iowa and 
U. S. business men and advertisers fully 
aware of the fact that a corn hog dollar 
changes hands many times in exchange for 


every kind of merchandise. 


Business will be good in Iowa the second 
6 months of 1934. 


It’s time to “shoot the 


works” in Iowa with an “A” schedule in 


families. 


THE DES MOINES REGISTER AND 
TRIBUNE where your advertising will 


reach a quarter million able to buy Iowa 


| 


| 
| 
| 
| 
| 


AT END OF TRAIL 


Major P. F. O'Keefe 


and adopted it in spite of the fact 
that another had been virtually de- 
cided on. This one read, “Send 
Flowers—Always a Good Idea.” 

To silence the whispering cam- 
paign that “Say It with Flowers” 
was in reality the off-spring of an- 
other, the Society of American Flor- 
ists accorded public recognition to 
Major O’Keefe in 1926, when it pre- 
sented him with a gold medal “for 
distinguished service to horticulture 
and originating the slogan.” This 
took place at the S. A. F.’s annual 
meeting in New Orleans. 

Major O’Keefe was one of that 
army of advertising men who “grew 
up in the advertising business.” As 
a youth of 16, he joined S. M. Pet- 
tingill & Co., of Boston, which was 
one of the earliest and most success- 
ful exponents of the doctrine that 
no matter what illness afflicted the 
public, a patent medicine would cure 
it. Many medicines which are still 
on the market were given their first 
presentation to the public by the 
Pettingill agency, the list including 
such hardy perennials as Paine’s 
Celery Compound, Dr. Greene’s Ner- 
vura, Quaker Bitters, Peruna and 
Lydia Pinkham’s Vegetable Com- 
pound. “Are you a woman?” de- 
manded the Pettingill copy in behalf 
of the latter. And this insistent 
question caused members of the gen- 
tler sex throughout the country to 
turn to Lydia Pinkham for relief 
from ills peculiar to their sex. 


Active in Associations 


When Pettingill went out of busi- 
ness in 1904, Major O’Keefe spent a 
year with James T. Wetherald be- 
fore branching out on his own behalf 
in quarters at 43 Tremont St. In 
1919, he moved to 45 Bromfield St. 

In spite of his successful career in 
advertising, Major O’Keefe led a life 
of varied activities. While a young- 
ster he served an enlistment with the 
old Ninth Regiment, Massachusetts 
Volunteer Militia. His title, how- 
ever, came from later service on the 
staff of Governor William L. Doug- 
las in 1905. 

He served two terms as president 
of the Advertising Club of Boston; 
one as member of the executive 
board, American Association of Ad- 
vertising Agencies and another as 
chairman of the New England Coun- 
cil, Four A’s. 

He was long in the service of the 
Advertising Federation of America, 
spending two years as vice-president 
representing the Council on Depart- 
mental Activities. At the Washing- 
ton convention in 1930 he was 
elected a director for a two-year 
term and in 1932 was re-elected for 
three years. 


Picks Smith & Drum 


California Mission Vintage Com- 


pany, maker of Old Mission wines, 
has placed its advertising account 
with Smith & Drum, Inc., Los An- 


geles agency. Newspapers, outdoor 
and direct mail will be used. 


Evinrude Heads Outboard 


Ralph Evinrude has been 
president of the Outboard Motors 
Corporation, Milwaukee, to fill the 
vacancy created by the death of his 
father, Ole Evinrude. 


named 


FOUR FOOT ZONE 
TALKING POINT 
OF NEW DEVice 


Temtrol Ready for Consumer 
Advertising 


Des Moines, Ia., Aug. 2.—Folloyw. 
ing several months’ intensive wor; 
with manufacturers of oil and gas 
burners and coal stokers, the Penp 
Electric Switch Company will shortly 
break consumer advertising of the 
Penn Temtrol, a revolutionary new 
system of temperature regulation, 
Magazine advertising will be inj. 
tiated with the October issue of 
Better Homes & Gardens. 

The outstanding features of the 
new device are told by the trade 
paper slogan, “Temtrol supersedes 
the Thermostat,” and the consumer 
key phrase, “True comfort begins in 
the four-foot zone.” 

Unlike other temperature contro] 
systems, the Temtrol is designed for 
low mounting “to maintain comfort 
in the four-foot zone.” The company 
argues that chilliness always occurs 
first near to the floor, hence that is 
the proper location for control appli. 
ances. 

Copy also will assert that the Tem. 
trol anticipates temperature changes 
and avoids the cold period during 
the time heat starts and the time it 
is delivered. The advertising will 
also mention a corollary device, 
Timetrol. 


Manufacturers to Help 


The back-of-the-stage problem has 
been even more interesting. National 
distribution was secured almost over- 
night by virtue of the national ad- 
vertising campaign and a direct mail 
campaign consisting in part of four- 
color pieces prepared by the Hal! 
Lithographing Company, of Topeka. 

The fact that the Penn Temtrol is 
furnished either in walnut or ivory 
finish, to match almost any interior 
color scheme, also appealed forcibly 
to dealers. The packaging job which 
identified the Penn Temtrol as 4 
high-class piece of merchandise also 
received many compliments. A dis 
play set and demonstrator to be used 
for tests in prospects’ homes was the 
final inducement. 

Manufacturers of heating equip- 
ment have displayed keen interest in 
the merchandising campaign for 
Temtrol and many will tie up with it. 
Williams Oil-O-Matic, for instance, 
will feature the Temtrol as an added 
inducement in its own campaign run: 
| hing from Aug. 6 to Sept. 8. During 
‘this period, the Day-Nite Temtrol 
‘and Timetrol will be offered at the 
| price of the former to those making 
Oil-O-Matic installations. 

Cole’s, Inc., Des Moines, is direct: 
ing advertising of the Penn Electric 
Switch Company. 


New Orleans 
Addresses Tourists 


A concerted effort to bring more 
visitors to New Orleans has beet 
planned for the middle of September 
by the convention and visitors’ bu 
reau of the Association of Commerce. 

An advertising campaign in sur: 
rounding states will be prepared bY 
a committee consisting of Seymou' 
Weiss, chairman, M. A. Carso and 
Gustave Katz. 


Duffy Heads League 


John D. Duffy, recently connected 
with Buick-Olds-Pontiac, New York, 
has been named executive secretat! 
of the Plymouth salesmen’s leagu® 
composed of more than 19,000 retail- 
ers. The position of executive sect® 
tary has been held by A. V. ©o™ 
ings, who died last month. 
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ADVERTISING AGE 


e sales 


. Over two-thirds of all retail business is done in the 
20 State area where Metropolitan Weekly bulks over 
: 5,250,000 circulation. 


No matter how wide your distribution or how extensive 
y your advertising, you should add the power of Metropolitan 
. for PUNCH at the point of sale in this rich market. 


e millines 


Metropolitan Weekly Comics offers the lowest page and 


half page per thousand rates; and a rotogravure milline 
in Metropolitan Weekly Gravure that is lower than most 


morning and evening paper black and white millines. 


e circulation 


Present circulation over five and a quarter million 
families, nearly sixteen million readers. One order, 


one piece of copy, one handling and no plate cost. 


SHOE SALES 


75.4% METROPOLITAN STATES 


24.6% BALANCE OF U.S. 
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ASK TVA HELP 
IN MARKETING 
COAL DEVICES 


Birmingham, Ala., Aug. 2.—Wheth- | 
er the Tennessee Valley Authority's | 
recently announced research pro-| 
gram into ways and means of ex-| 
panding the use of bituminous coal 
and its by-products will also embrace | 
a study of the relative costs of pro- 
ducing power by coal units or steam | 
plants, as compared with oil and 
hydro-electric installations has been 
made the subject of an inquiry by 
the Alabama Mining Institute in a 
communication addressed to Arthur 
E. Morgan, chairman of the board of | 
directors of the TVA. 

Replying to the letter of Mr. Mor- 
gan concerning the coal research 
program, James L. Davidson, sec- | 
retary of the Institute, has opened | 
the broad question of the relative 
economy and efficiency of generating 
power by coal rather than water 
power. Mr. Davidson also sought 
information as to whether the TVA| 
coal research program would em- | 


brace study of the more economic | 


use of coal for present market de- 
mands and the possibility of govern- 
ment financing for coal burning 
equipment, on a plan similar to that 
of the EHFA in the sale of electric 
appliances. 

“We are most hopeful,” he said, 
“that this study will be conducted 
on broad and practical lines, and 
that it will include the gathering of 
basic information on comparative 
costs of generating electricity by 
coal and water power. We are con- 
fident that such a study will reveal 
that the Tennessee Valley Authority 
can erect steam plants, which will 
use a large tonnage of Alabama coal, 
and thereby give employment to 
many of the jobless at far less cost 
than is contemplated in the pro- 
posed construction of hydro-power 
dams. 


Want Marketing Agency 


“We are prepared to place at the 
disposal of the coal research com- 
mittee of the TVA a vast amount of 
data, embodying a study of the ques- 
tion over a period of years by com- 
petent engineers to establish our 
contention that steam plants can pro- 
duce more power at less cost. 

“We are also hopeful that the re- 
search may develop some way by 
which an organization similar to the 
EHFA may be set up to market coal 


burning equipment. 
course, be of great assistance to the 
industry.” 


Floyd Gibbons at 
Wilding Studio 
Floyd Gibbons has spent several 
days at the studio of Wilding Picture 
Productions, Inc., making a series of 
talking slide films for the Libbey- 
Owens-Ford Company under the aus- 
pices of Associated Sales Corporation. 
The films are in two series, one 
dealing with the use of shatter-proof 
glass on the Chevrolet and the other 
with the products of General Motors 
Corporation, particularly Pontiac and 
Oldsmobile. 


New Airmail Stamp 
On Sale August 30 


The new 16-cent airmail special de- 
livery stamp will go on first-day sale 
in Chicago, Aug. 30, and will be on 
general sale at all postoffices Sept. 1. 

The stamp will be about the size 
of the current special delivery stamp. 
The color has not yet been deter- 
mined. 


Colgate Closes Branch 


The Colgate-Palmolive-Peet Com- 
pany will close its Milwaukee plant 
at the end of this year. The branch 
is not considered efficient for the pro- 
duction of laundry soap products, 
which can be more economically han- 
dled elsewhere. 


GOOD SIZED ORDERS 


month in and month out 


FOR PARTS AND MATERIALS 


Machine tool builders are only 
machinery-building groups that you can reach through 
Product Engineering. 


makers of the light equipment like adding machines 


like automobiles, power shovels, machine tools, steam 


turbines, etc. 


Product Engineering is an engineering magazine. Its 


machines. 


mechanical design principles, engineering calculations, 


and so on. This is exactly the magazine you need for 
selling parts and materials to this quantity market. 
For it is the engineering executives who control speci- 


fications. 


Product Engineering readers are the engineering heads 


of their companies. 


distribution is 9000 copies. 


This is the key paper for advertising parts, materials 


COMPANY NO. I 
Steel, cold-rolled and  cold-drawn 
RA rea see reat 200 
Electric Motors ...... pA R EAS 500 
HOt) PRCOTIMRE ook. cs cee ic $15,000 
one of the many Roller Bearings ......... ose @aeee 
Springs ge Pe $3,000 
Every kind of machinery manu- | 
facturer is served by this magazine, ranging from | COMPANY NO. II 
Steel, cold-rolled and  cold-drawn 
| 
e K 11] (tons) TOC eee ee ee 80 
and household appliances, up to the heavier products | Electric Motors ................... 150 
| Ball Bearings ........ oe : 1,000 
Bronze Bearings 4,000 
11 Gaskets (lbs.) .. eee pe epatud 500 
{| SS ae eee oa 1,500 
i] 
. . . | Y , , | 
whole purpose is to help engineers design better | COMPANY NO. Ill iT 
It gives them practical information on ||| Steel, cold-deawn and cold-rolled | 
||| (tons) ESSE ee ee ry 109 | 
} pete Motors iabweare es : 240 
. : ° . | sall Bearings eee are : 5,400 
new design developments, specification of materials, | Roller Eeacines eae Senet 2,400 
Bronze Bearings : , 4,500 
Gaskets +. .. 3,600 | 
Clutches ; 600 
Springs .. 18,000 
Hi 
| COMPANY NO. IV | 
meet. Rag boevony and cold-drawn., . . .$48,000 
js len Se, , eee 
7800 of them pay to subscribe | Ball Bearings... . TIT" §s°400 
: : ; os ve ; i oller Bearings .. ..$27,000 
to get their own copies every month. Total | Bronze Bearings $3,600 
Cheches ...... $4,900 
| Springs . 2,400 


and finishes. 


Here are current yearl y purchases 


l 
of parts and materials by 4 typical | 
| 


machine tool builders: 


PRODUCT ENGINEERING 


330 West 42nd Street, New York 


(Member A.B.C. and A.B.P.) 
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-yeast flavor 


YEASTIES IN BID 
FOR A PLACE ON 
BREAKFAST MENU 


Advertising for New Cereal 
Is Launched 


New York, Aug. 2.—‘Yeast hidden 
in a delicious cereal,” known as 
Yeasties, is the subject of a new 
advertising campaign launched prin- 
cipally in New England cities 
through Hanff-Metzger, Inc. 

Introducing a revolutionary idea 
in breakfast cereals, the campaign, 
which is the first advertising except 
some cooperative effort put behind 
it in the earlier stages of develop- 
ment and tests, has an educational 
mission to fulfill, according to An- 
drew Ross, of the Yeasties Corpora- 
tion. 

The situation in the cereal field is 
that for centuries mankind has been 
cooking the life out of grains used 
as breakfast foods, Mr. Ross states. 
Even in the past generation, with 
the vast improvement brought about 
by shredding and flaking the cereal, 
it still has been subjected to a heat 
that cooks and destroys the vitamin 
content, he avers. 

Yeasties are yeast-treated whole 
wheat flakes. The yeast treatment 
is the last before packaging, and is 
given after the flakes have cooled, 
hence, the health giving quality of 
the yeast is said to be retained. 

The company is running color 
pages in two newspapers, with black 
and white in others. New England 
cities being covered are Boston, Wor- 
cester, Springfield, Fall River, New 
Haven and Bridgeport. Yeasties are 
also being introduced in Washing- 
ton and Philadelphia and in Ne- 
braska and Iowa. The product made 
its first appearance in Bridgeport 
about 18 months ago. 


Retail Outlets Established 


The current advertising was 
started after establishment of chan- 
nels for distribution. In New Eng- 
land, prior to this campaign, the 
First National Stores, with 2,500 
units, started advertising the prod- 
uct. With the addition of other re- 
tail outlets, the manufacurer’s cam- 
paign was begun. In New England, 
the product sells for 17 cents a ten- 
ounce package. 

The copy claims that there is no 
in Yeasties, but that 
they have a sweet, nutty flavor. The 
product, copy continues, gives “all 
the nourishing goodness of whole 
wheat and all the health-giving prop- 
erties of yeast to help purify the 
blood stream—cleanse the whole 
system and aid in preventing con- 
stipation.”” For women, the clearer 
complexion theme is stressed. 

“Unlike ordinary yeast products,” 
the advertising says, “‘Yeasties do 
not ferment in the stomach and 
therefore do not liberate gas to cause 
distress or flatulence. 

“Every package of Yeasties is 
equal to ten generous helpings of 
whole wheat flakes combined with 
ten portions of pure vitamin-rich 
yeast. Bought separately they would 
cost you more than the price of two 
packages of Yeasties.” 

In connection with the yeast story, 
it is pointed out that brewers’ yeast, 
not bakers’, is used in Yeasties. 
Bakers’ yeast, the kind ordinarily 
used by yeast-eaters, is claimed to 
be 75 per cent starch and enveloped 
in a tough “overcoat” that makes 
it hard to assimilate. Brewers’ yeast, 
on the other hand, is rich in vita- 
mins and is readily digestible. 

In addition to newspapers, Yeas- 
ties Corporation is using five sta- 
tions in the Yankee network three 
times a week. The station cities are 
Boston, Providence, Portland, Wor- 
cester and Hartford. 

The program features Professor 
Lewis B. Allyn of the New England 
Pure Food Institute and goes on as 
part of the Institute’s regular broad- 
casts. 


STIRS MUCH COMMENT 


up 
and 
Own 


21 times 


Full page advertisement for Peo. 
ple's Gas Light & Coke Company, 
Chicago, stressing the advantages 
of gas heating, which created 
much favorable comment. Lord & 
Thomas handle the account. 


Outdoor Field 
Places Ban on 
Bleed Posters 


Chicago, Aug. 2.—Following 4 
meeting of the officers of Outdoor 
Advertising Association of America 
on July 14, it has been decided to 
recommend to the membership of the 
association that bleed posters, such 
as those recently tried out by La 
Salle and Pontiac, be not accepted 
for posting by members of the asgo- 
ciation. 

Bleed posters, which utilize the en 
tire inside space of an outdoor panel, 
including the blanking space custom- 
arily surrounding the actual poster, | 
violate the standards of the outdoor 
industry dealing with the size of 24 
sheets, it is declared, and present 
posting problems which greatly com- 
plicate the work of the plant owner. 

Use of the bleed posters by the two 
motor car companies has occasioned 
much interest, but has not led other 
companies to experiment with the 
new idea, ADVERTISING AGE learns, 
and little controversy over the asso 
ciation’s ruling banning the posters 
is anticipated. 


—_ 
—= 


Zimmerman Comptroller 


of B. S. & F., Detroit 


W. F. Zimmerman, Detroit busi- 
ness and advertising executive, has 
been appointed comptroller and gen- 


eral office manager of Brooke, 
Smith &.French, Inc., Detroit, as 
part of an _ expansion program 


launched by the agency. 

Mr. Zimmerman, who was for 
merly connected with another large 
Detroit agency and with Ernst é 
Ernst, is credited with originating 
much of the standard procedure 
now used by advertising agencies.- 


Whitten with WMCA 


Philip F. Whitten has been ap 
pointed sales director of WMCA, 
New York, key station of the Amer 
ican Broadcasting System. Mr. Whit 
ten entered commercial broadcastiné 
in 1931 as account executive of the 
Columbia Broadcasting System, Tf 
signing from CBS in March, 1933, t 
become sales manager of WINS. 


“Gentlewoman” Moves 


W. J. Thompson Company, Ne¥ 
York, publisher of Gentlewoman, bas 
leased a floor at 154 West 14th St 
The firm has printed the magazine 
in its own plant since 1871, but the 
publication will henceforth be printed 
by rotogravure. 


“Times” Issues Booklet 


The New York Times has prepared | 
a booklet written by Russell - 
called “News—How It Is Gathere 
and Printed.” Copies are available 
upon request to the promotion dept 
ment of the Times. 
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You know how to thrill people... 

and to give them food for thought. 

That’s why twenty million persons 
attended your Fair last year. 


L. TAKES a Master Artist to attract audiences in the tens 
of millions. We congratulate you, Mr. Dawes, on your 
business acumen in deciding to create a World’s Fair so 
interesting, so varied, so fascinating from every angle of 
human interest that none could resist its luring invitation 
to listen, look, linger and study. 


Clever magician that you are, when you waved your 
wand and lifted the curtain, behold how ingeniously you 
had mixed, in proper proportions, your mighty show on 
the shores of Lake Michigan. Here a Midway of quick 
delights and colorful allurements. There a captivating 
Belgian Village. The tempting titillations of those giddy 
Streets of Paris, sideshows and freaks, monstrosities and 
panoramas. Curiously intriguing Halls of Science and 
Engineering and Transportation and serious Exhibits of 
States and Nations. The sound and soft fury of Hollywood 
and the Orient, hand-in-hand with amazing scientific 
advancements in architecture, home-making devices, com- 
munications systems, and revelations of the inventive 
genius of America’s industrial leaders. 


Small wonder, Mr. Dawes, that twenty million persons 
flocked to your Fair last year and that this year again you 
are entertaining millions. For there is fun, music, glamour, 
and thrills in your colorful show, and you also offer science, 
education and a world of useful knowledge, dynamically 
dramatized. 


Doesn’t that, too, describe the great Fair we run in the 
pages of The American Weekly for the benefit of more 
than five and one-half million families every week? 


If you had tried to copy The American Weekly for- 
mula, you couldn’t have come closer to it! For here it is: 


Articles of human interest, 33%. Subjects of sheer 
entertainment, 259. Useful information— household, 
fashions, ete., 12%. Science and education, 30%. 


The striking object lesson of the value of this unusual com- 

bination of appeal will not be easily forgotten by the many 

Pe “ ot Saee  o fis com- I ay et “<i advertisers who, as exhibitors or visitors, have seen how 
“et te Oe PA Feat = a tas 4 , yy well it pays to employ this famous formula. Your World’s 
se ot _ A ae . : . Fair is in itself our own exhibit of The American Weekly. 


GREAT COMMERCIAL EXHIBITS 
Some of the finest business concerns in this country made 
great exhibits at your Fair, Mr. Dawes, and are doing so 
again this year. We congratulate them for associating them- 
selves with truly great science and entertainment. 

We are proud, sir, of the distinguished number of great 
business concerns who exhibit regularly in the great show 
place offered by The American Weekly. Results prove the 
wisdom of their showing in our Fair, and most of them 
continue their Exhibits year after year. 


Pas 


SINS yy 


Circulation 
in the World 


‘“‘THE NATIONAL MAGAZINE WITH LOCAL INFLUENCE”? 
Main Office: 959 EIGHTH AVENUE, NEW YORK CITY 
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ADVERTISING AGE 


August 4, 1934 


— 
——<——, 


ADVERTISING IS 
LOSING BEAUTY, 
BARCLAY AVERS 


Chicago, Aug. 
lost its beauty, and 
way to losing much of 
ness, in the opinion 


Barclay, 


is well on 


and other prominent advertisers. 


“A few years back it was a real 
pleasure to leaf through the pages of 
a publication like the Saturday Eve- 
ning Post and look at the advertise- 
ADVERTIS- 
“Now much of that pleas- 


ments,” Mr. Barclay told 
ING AGE. 


ure is gone. 


“Advertising has degenerated into 
repe- 


the monotonous, uninteresting 
tition of a lot of absurd drool. It 
uses a sledge hammer 
achieve results that were 
pleasantly and indirectly, but at least 
equally effectively, in the 
days.’ 


“The space that formerly was used 
to build up pleasurable anticipation 


of the product’s use in the reader’s 
mind has been sacrificed to make 
way for long paragraphs of wordy 


|exaggeration and unbelievable inani- 


ties that stick in the reader’s craw 
and leave a dark-brown taste in his 
mouth. 

“‘Rat a package of yeast and lick 


1.—Advertising has 
the 
its effective- 
of McClelland 
famous artist and illustrator 
who rose to the heights as a result of 
his work for Listerine, Fisher Body, 


in an effort to 
secured | 


‘good old | 


Max Baer’—Smoke a cigarette and 
|uplift the world!’ Absurdities like 
| these convince no one, and induce a 
| state of mind in the consumer much 
like that of the good citizens who 
were fooled so many times by the 
lery of ‘Wolf’.” 


Too Much Photography 


Much of the uninteresting, monoto- 
nous 


jing Mr. Barclay—quite naturally, per- 
|haps,—laid to the swing toward 


photograph and away from art work. 
“Understand me,” he cautioned. “I 
do not say that photography is bad, 


vertising. 
photography is beautiful, 
advertisements would lose a great 
deal by using art work 
|photographs. But after all, a photo- 
graph, no matter how good it is, can 


how a 
photograph 
illustrate an 


exactly 
example, a 
But to 


“To show 
| looks, for 
| neat be used. 
labstract idea—to 


appearance of current advertis- 


nor that it should not be used in ad- 
Much current advertising 
and many 


instead of 


never be anything but a photograph. 
machine 


create an atmos- 
phere of charm—to lend that indefin- 


able something to the ceonsabaaies| 


which defies words, nothing can take 
the place of intelligently executed 
art work. 

“A photograph, no matter how well 
done, can be only a pictorial presen- 
tation of fact. But a painting or a 
drawing transcends fact. It presents 
an idea, develops an atmosphere, and 
discloses something more than exter- 
nal characteristics. For example, a 
photograph of a woman, no matter 
how beautiful, is after all no more 
than a picture of that particular 
woman. 


Pictures Personality 


“But let a skilled artist do the 
work. His work pictures the same 
woman, but she has ceased to be a 
very definite person and has become 
a type or an ideal, because the artist 
has not only set down on his canvas 
the details of that woman’s external 
appearance, but the striking features 
of her personality. She has stepped 
from the realm of flesh and blood 
into an abstract, idealistic sphere 
which to my mind makes her more 
convincing to the vast majority of 
people.” 


“Herald-Post” Appoints 


Small, Spencer, Brewer, Inc., has 
been named national advertising rep- 
resentatives of the Lowisville Herald- 
Post, effective Aug. 1. 


UP 
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Published by RUTHRAUFF & RYAN, INC., 


Advertising [V2 5] 


Compiled by the MARKETING & RESEARCH STAFF 


The information below gathered by the 
Marketing & Research Staff of Ruthrauff 
e Ryan, Inc., is a by- 7 regular 
work, Formerly it was passed along from 
time to time to members of its own staff, 
and to a limited number of executives in 
other organizations. It occurs that many 
business men might find in such material 
occasional items of interest and value. 


THE 1930 Census enumerated 3,964 
people in the United States over 100 
years old 


One of the main reasons for most re- 
turned goods is “wrong size.” In a report 
on the subject of returned merchandise, 
37.2% of several thousand women inter- 
viewed gave this as their reason for re- 
turning purchases to stores. The study 
also stated that approximately 52.8% ob- 
jected to buying what other customers 
hed returned. 


The estimated consumption of food by 
an average individual in one year’s time 
Is one ton. 


For the first five months of this year life 
insurance sales are 17.5% ahead of that 
period in 1933. And, according to one 
source, approximately 320 Americans 
carry life insurance amounting to one 
million dollars or more. 


Nearly one million golf bags are sold 
annually in the United States. And the 
production of playing cards in March of 
this year totalled 1,549,613 packs—an in- 
crease of 31.2% over March of last year. 


Ninety per cent of all the licorice pro- 
duced is used in the manufacture of 
tobacco. 


In New York City, the largest banking me- 
tropolis in the United States, only 18° of 


all the families have checking accounts. 


of living at four-fifths of what it was in 


Recent estimates place the present cost 


the oc listening audience ever at- 
tracted 


»y a commercial program. 
Of all the sets in use in the U. S. at 


| Motor Car Company 


1929. Other figures recently compiled 
show New York as the most expensive 
city in which to eat, with Los Angeles 
the cheapest. 


Several new products and inventions to 
date are: The honeycentered golf ball; 
beer in tin can containers; a children’s 
 tooth-soap” with a licorice flavor; and 
coffee in » form. A new ingenious 
labor-saving device is a machine for 
opening oysters. 


Retail food sales of the country for the 
first four months of this year are reported 
as 14% above the same period in 1933, 


kh, 


a, 


0 


In a recent campaign prepared by 
Ruthrauff & Ryan for a client in the 
dairy industry, sales were multiplied six 
times within a five months’ period. In- 
cidentally this result was achieved with 
a smaller advertising appropriation than 
previously used. 


It is estimated that almost 50,000" gro- 
cers go out of business each year, jand 
as many enter the field. 


During 1933 nearly 3,100,000 automo- 
biles crossed into Canada for touring 
purposes — the largest volume of tourist 
auto traffic across any international 
boundary. 

. 


A recent study indicates that when bread 
is spread with jams and jellies, 17% 
more is consumed than when it is served 
without them. 


The knockout heard half way ‘round the 
world... the Baer-Carnera fight, which 
was broadcast in the United States and 
foreign countries, drew what is probably 


fight-time that evening, 92% were tuned 
in on the fight, according to a survey 
that covered seven widely scattered cities 
—the highest percentage of concentra- 
tion on any commercial program ever re- 
corded, 

Moreover, statistics show that the aver- 
age proportion of sets tuned i in at that 
hour on an average evening usually 
ranges from 30 to 50 per cent. During 
the Baer-Carnera battle the proportion 
jumped to 86 per cent. 

It is estimated that this program, ar- 
ranged by Ruthrauff & Ryan for their 
client, The B. F. Goodrich Company, 
had an audience of 40,000,000 people. 


Alcoholic beverages can now be bought 
in every city over 500,000 population 
and in 78% of the cities with 100,000 or 
more. It is estimated that 67% of the 
people of the country are located in 
“wet” states. 


In 28 states alone there are 29 cities and 
towns with the name Springfield. New 
York State boasts two towns with this 
name. 


Sof\ 


The desire of the American public to 
entertain itself is illustrated by the 
17,950,000 radio-equipped homes and 
23,720,000 automobiles in the country, 
whereas home telephones, generally 
considered one of the most necessary 
“conveniences”, total only 11,250,000. 


In a speech given recently by a repre- 
sentative of a large women’s magazine, 
the statement was made that approxi- 
mately 12,000,000 women are members 
of one kind ofan organization oranother. 


Af 


If you would like to have a copy of “Pick- 
Ups” sent directly to you when it is pub- 
lished, please write for iton your business 
stationery. There are Ruthrauff & Ryan 
Offices at 405 Lexington Avenue in New 

York, 360 North Michigan Avenue in 
c hicago, and in Detroit, St. Louis, Kansas 
City, San Francisco and Los Angeles. 


| 
| 


| back Terraplane 
low-priced field.” 


Boston, Mass., Aug. 2.—The sixth 
annual Boston Conference on Dis- 
| tribution, sponsored by the _ retail 


|of Commerce in 
| Harvard 


| field, 


Distribution 


| Lord 


| Department Stores; Paul H. Nys- 
|trom, president, Limited Price Va- 
riety Stores Association; 


| president, Land O’ Lakes Creameries, 


|'ard Waldo, president, McClure News- 
| paper 


HUDSON SCORES 


COMPETITION IN 
HEADLINE COPY 


Newspapers Get New Prob- 
lem of Conduct 


Mich., 2.— Hudson 
established a 
precedent in automotive advertising 
this week when it boldly mentioned 
competitive cars by name in a follow- 
up to its recent challenge to the in- 
dustry. 

“Where were you?” demanded the 
advertisement, identifying the cars 
to which this question was addressed: 
“Chevrolet? Plymouth? Dodge? Pon- 
tiac? Oldsmobile? .. . and the others? 
Hudson and Terraplane challenged 
all of you to a public test of economy, 
acceleration and hill climbing—only 
Ford accepted! Why?” 

The advertisement was scheduled 
for an extensive list of newspapers 
throughout the country and the ma- 
jority accepted it, albeit with some 
trepidation. Several newspapers re- 
fused outright to take the copy, and 
some others ran it in modified form. 

Hudson complimented the Ford 
dealers of Buffalo for their accept- 
ance of the challenge, while deriding 
others for their attitude. 


Detroit, Aug. 


“Missed a Chance” 


“Wouldn’t this have been a great 
chance to prove in actual perform- 
ance all the claims you shout in your 
advertising headlines?” asked the 
copy. “What a chance you missed to 
let the public ‘look at all three’! 
Isn’t actual performance, rather than 
words, the best way to prove which 
is ‘the most economical car in the 
world’? Can you imagine a better 
‘show-down plan’ than this would 
have been?” 


Hudson issued its challenge, accord- 
ing to the advertisement, “because 
we believe that it’s high time for 
facts to be substituted for claims in 
automobile advertising. Because we 
think the men and women who are 
buying cars will appreciate knowing 
what a car will really do, rather 
than what someone says it will do.” 

Hudson then issued a new 
lenge, this one to car buyers 

“Drive a Terraplane,” it suggested. 
“Drive it hard. Then drive 
three.’ 
and look 


at the way they’re built. 


Then you'll see why we're willing to 
against the whole 


Conference to 
Meet Sept. 24 


trade board of the Boston Chamber 
conjunction with 
University, Boston Uni- 
versity, Massachusetts Institute of 
Technology and a score of other or- 
ganizations, will be held at Hotel 
Statler Sept. 24-25, Daniel Bloom- 
conference manager, has an- 
nounced. 

Among those tentatively scheduled 
to address the conference on various 
phases of distribution are Frances 
Perkins, Secretary of Labor; Albert 
D. Lasker, chairman of the board, 
& Thomas; Lincoln Filene, 
chairman of the board, Federated 


Printers’ 
Brandt, 


Roy Dickinson, president, 
Ink Publications; John 


Inc.; Jerry McQuade, editor, 
Topics; Robert Amory, treasurer, 
Nashua Mfg. Company; Prof. Harry 
R. Tosdal and Malcolm P. MeNair of 
the Harvard Business School; Rich- 


Drug 


chal- 


‘the other 
Compare the way they handle 


BUFFALO LEARNS ALL 


Three Cheers for you 
Bill Yule and your Ford Dealers 
you're Goon spoaTs—but— 


HUDSON AND TERRAPLANE 
SWEEP CHALLENGE TESTS 


WERE ARE THE OFFICIAL aesuLTs 


W. F. GROOM | MOTOR CORPORATION 


1296 MAIN ST. AT BRYANT 
ane teens tatnen ond Vorvapiane dosters 


Six-column advertisement which 
ran in Buffalo newspapers following 
Hudson's challenge copy and its 
acceptance by a Buffalo Ford 
dealer. Other copy, which made 
pointed references to lack of chal. 
lenge acceptances from Chevrolet, 
Plymouth, etc., etc., appeared in 
cities throughout the country this 
week. Unusually competitive, news- 
papers scanned the copy carefully, 
some refusing to run it. 


Company; Ed- 
National 


dent, J. C. Penney 
gar Kobak, vice-president, 
Broadcasting Company. 


Advertising Interests 


To Oppose Bootleggers 


More than 100 newspaper publish- 
ers, distillers and liquor distributors 
have written Kimball, Hubbard & 
Powel, Inc., New 
support in a drive against bootleg 
gers. 

The agency began the crusade July 
10 with a letter to key publishers and 
liquor firms pointing out that not 
only were large-scale bootlegging op 
erations poisoning the population 
and robbing the public treasuries, but 
cheating advertising interests of huge 
revenues. 


Tuers Leaves Gruen 
and Joins Hudnut 


H. L. Tuers, advertising manager 
of the Gruen Watch Company, Cit- 
cinnati, O., has resigned to joil 
Richard Hudnut as advertising mal: 
ager of Hudnut Sales Company, New 
York. 

Advertising at Gruen will be tem 
porarily handled by Fred G. Gruel, 


president, and J. A. Schwaegerle, who 
Tuer’s assistant. 


was formerly Mr. 


Much Bright 


V, 
SY \ il CZ Jo ; 
SOO ae 
- = wy 6 

, <I 

It seems to us —if we remem: 
ber aright—that the Business 
Sun suffered a partial eclipse 
not so far back within the mem- 
ory of man. How pleasurable it 
therefore is to report, even in 
these abbreviated 
agate lines, a vastly 
improved volume of 
orders. Thanks, Sol, 
just keep grinning! 


Partridge & Anderso" 
Company | 


ELECTROTYPES + NICKELTYPES | 
STEREOTYPES + MATRICES 


Syndicate; E. C. Sams, presi- 


CHICAGO | 
—" 


York, promising | 
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g OCTOBER GEOGRAPHIC TO CARRY 


Newes* AUTHENTIC AIR-DRAMA ACCOUNT! 


THE NEW YORK TIMES § ip most dramatic geographical expe- 
MONDAY, JULY 30, 1934. 


dition of recent years has been front 


DRAMA IN THE AIR. 


Three army officers in a balloon ten 
miles high, facing apparently imminent 
death yet calmly discussing a rent in 
their gasbag by radio with headquar- 
ters in Washington, while millions listen 
in to what is obviously a fight for life— 
never was there drama like this. It 
was not luck but experience, coolness 
and, above all, the rarest kind of skill 
that brought these adventurers down 
in safety. In selecting Major KEPNER 
and Captains ANDERSON and STEVENS 
to man the National Geographic Soci- 
ety’s stratosphere balloon the Army 


— page news for the past week. Every family 


in America is interested in the courage 
and skill of the three men who flew the 
“Explorer” 60,613 feet into the air and 
stayed with its fantastic fall of the same 
distance. 


But the million families who sponsored 
that trip, and who waited for the scien- 
tific information it went after—the million 
families who regularly read the National 
Geographic Magazine—are by far the 


Air Force demonstrated not only the . 2 we 
scugdsain ak tie ttannenk: tak ik diel most interested. They are waiting for 
ity of its officers. What might have their report on the trip they sponsored. 
’ been a tragedy comparable with the . 
one which marked the end of the rec- ° . . 
= sot-breakings apnent made ty the Soviet This tremendous reader-interest will be 
d- balloonists last January will now stand an added value to National Geographic 
al as an exciting attempt to wrest new d e ‘=n October. Th ill b 
knowledge from the upper air. advertisers in Uctober. e story wl e 
Never before was so lavishly equipped told officially. It will be illustrated with 
_ | an expedition sent aloft. The gon- hrilli ° ° 
rs} | dola was a floating laboratory in many thrilling photographs which will 
h |. | which observations were made by auto- not have appeared previously. Advertisers 
ors i matic instrument-reading cameras. Hl | : ° 
c |} | cosmic rays were measured, samples will have greater-than-average extra cir- 
og | | of air were collected, tht color of the culation in this issue. Their pages will be 
| | sky was gauged, temperatures and db ‘li h 
uly |) | pressures were noted, wind velocities read by more than the five million they 
ve |) \ Were determined, photographs of the may regularly expect. The issue will be 
op 4 terrain below were made as a test of k ‘li ai bl 
ion \ the accuracy of barometers. The rec- ept on a million reading tables even 
but ords obtained will amply justify the longer than the 44% months Geographic 
uge expense of the undertaking and the ; 
weeks of patient preparation. average. 
All voyagers into the stratosphere 
protest that record-breaking is far This stratosphere story is unusual, but not 
nut from their minds. Yet to deny that the ki bl f h N . l re hi 
ger attainimg of unprecedented heights remarkable tor the National Geographic. 
re plays a part in the program of ascent. It is news, but it is no more interest- 
se is to deny the very scientific purpose : 4 % 
- 2 trennle enaantinl, ‘aeutalie be ing than Anne Morrow Lindbergh’s story 
this true of the venture now happily of mapping North Atlantic air routes, or 
tem ended. The largest balloon ever con- a. — le oe es of the ld’ 
uel: structed was designed not only to carry than the complete pictures of the world's 


an unusually heavy freight of instru- 
ments, but to float up to a possible fif- 
teen miles. For causes still to be 
established, a height of only about ten 
miles was attained, 

What led these men to seal them- 
Selves in a metal sphere and rise to a 
region where no bird can live? Curi- 
osity—the same curiosity that urged 
COLUMBUs to set sail toward the setting 
sun, HUYGHENS to pump air out of a 
vessel, FRANKLIN to fathom the mys- 
tery of lightning, FARADAY to spend 
long years in electrical experimenting, 
the Curies to crush a ton of pitchblende 
for the sake of a pinch of radium, and 


flags in color, both of which will appear 
in the Geographic for September. Other 
stories and articles each month make the 
news and the romance of geography in- 
dispensable to the most progressive fami- 
lies in every American community. 


Geography is vital. The National Geo- 
graphic is a most influential magazine and 
consequently a powerful advertising me- 
dium in the homes it reaches. That’s why 


“ ie ae on rere to ot sina this magazine is the basis of many na- 
s uit flies e hope o ing ou ° : : 
- why we are like our parents and yet tional campaigns. That’s why it belongs 
* little different. They are all broth- at the heart of your appropriation. 
™ *ts—these explorers of earth and sky, 
ss —— ship and the laboratory. As _ ; 
| KEPNER, ANDERSON and STEVENS have Advertising Forms for the National 
se | ° : 
| Proved, the satisfaction of scientific 


Curiosi‘y still calls for the physical 
ourage and the fiber that we associate 
With true argonauts, 


© National Geographic Society, 1934 


NATIONAL GEOGR 


Geographic Close on the “Tenth 
of the Second Month Preceding.” 


APHIC MAGAZINE, Washington, D. C. 
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FLASHER SHOWS 
HOW KNEE-HIGH 


HELPS FIGURES 


(Picture on Paye 24) 

Milwaukee, Wis., Aug. 2.—The new 
“Knee-High,” which has taken the 
women of the country by storm, ac- 
cording to Holeproof Hosiery Com- 
pany, made another assault on the 
citadels of conservatism this week 
with an electric flasher which will 
show women how to be sleek and 
smart. 

The flashers, just made available 
to dealers, provide an impressive 
counter display in black, silver, blue 
and chartreuse yellow. The same 
smart illustrations which have fea- 
tured magazine advertising for the 
Knee-High stocking have been used. 
The flasher displays an attractive 
woman who may or may not be 
slightly embarrassed when the light 
flashes on to reveal that her stock- 
ings reach not quite to her knees, 
The Knee-High stocking is finished 
with a flat knit-in garter top of live 
Lastex. 

While Holeproof has put a substan- 


| 


tial advertising campaign behind 
Knee-High, the product apparently 
met so many latent desires tnat it 
would have gone far without public- 
ity. Tests in nine stores in as many 
cities revealed that the consumer 
required no education on the new 
stocking. A sensational demand was 
reported by M. L. Rothschild in Chi- 
cago, the larger cities apparently 
most eager to lead the way. 


. Has Many Features 


Full page advertisements in Har- 
per’s Bazaar, Vogue and The New 
Yorker were’ subsequently used. 
Three-panel window displays in six 
colors are provided dealers, in addi- 
tion to the flasher. 

Advertising stresses economy, con- 
venience and style, pointing out that 
women made awkward efforts to 
achieve the Knee-High when they 
rolled their stockings down. With 
Holeproof coming to their rescue, 
they were relieved of the necessity 
of doing their own fabricating. Fewer 
runs and more graceful figures are 
other advantages heralded. 

Mitchell-Faust Advertising Com- 
pany, Chicago, is handling the ac- 
count. 


Fairchild Joins Gray 


J. C. Fairchild has joined the copy 
staff of Jerome B. Gray & Co., Phila- 
delphia. 


Barbasol Resumes Series 


Edwin C. Hill will return to the 
air with the “Human Side of the 
News” broadcasts over a WABC- 
Columbia network Monday, Sept. 17. 
The program, sponsored by Wasey 
Products, Inc., for Barbasol, will be 


| heard Monday, Wednesday and Fri-| 


day at 8:15 p.m., EDST. 


New Representative 
for “New York Post” 


The New York Evening Post has 
appointed Prudden, King & Prudden 
as western representatives in the na- 
tional field, effective at once. 

This firm will represent the Post 
from Pittsburgh west to the Pacific 
coast. 


Mayne Starts Agency 


Charles Mayne, formerly with Emil 
Brisacher and Staff and the Los An- 
geles Examiner, has started his own 
agency at 935 Petroleum Securities 
Bldg., Los Angeles. 


Benson Joins Agency 


Paul Benson, formerly of Buchanan- 
Thomas Advertising Company, Oma- 
ha, has been appointed art director 
of Kreicker & Meloan, Inc., Chicago. 


Colgate Names Blakney 

J. H. Blakney has been appointed 
director of purchases of the Colgate- 
Palmolive-Peet Company, Jersey City, 
N. J. 


=x 


Lf it’s FACTS you Want! 


—was the LARGEST APRIL 


K STP 


ever had! 


—was the LARGEST MAY 


K STP 


ever had! 


—was the LARGEST JUNE 


K STP 


ever had! 


AND contracts actually signed 


now indicate the LARG- 


EST FALL SEASON in the history of 


KSTP 


Beginning September 30, all time is sold out between 7 and 10:30 P. M., 
except 2'2 hours each week. 


FREE ON REQUES 


T - oe and Agencies, our 
w Charts showing the Distribu- 


tion of RADIO SETS and RADIO SALES helene in MINNESOTA. A Guide 
to SUCCESSFUL SELLING! 


MINNEAPOLIS K ty : p ST. PAUL 


DOMINATES THE NINTH U. S. RETAIL MARKET 


TIME ELEMENT 
NEW FACTOR IN 
CAR CARD COPY 


(Picture 


on Page 24) 


Chicago, Aug. 2.—National adver- 
tisers and others in this territory 
have gained a new conception of the 
possibilities of street car advertising, 
judging from the type of copy now 
|appearing on car cards. 

| Instead of the old “reminder” 
copy, real selling talks, at times run- 
ning as high as 150 words, are being 
employed. While double cards have 
been utilized in some instances to 
get this selling message over, many 
single cards illustrate the point ef- 
fectively. 

The new strategy has its genesis 
in surveys indicating that time hangs 
heavy on the hands—and minds—of 
the multitude en route to shops or 
places of employment. Advertise- 
ments are a boon to those without 
their own reading material, it is 
argued, and car cards will be read 
regardless of length, as long as they 
are interesting and the type is not 
so small as to place a strain on the 
reader’s eyes. 

United Medical Service, which is 
being attacked by organized medicine 
on technical grounds, recently em- 
ployed a double car card to reprint 
an editorial from the Chicago Jour- 
nal of Commerce. The only color was 
in the heading and the mass of 
black copy was not as attractive as 
the average car card. Nevertheless, 
the medical organization reported a 
definite reaction from the public. 


Many Varied Appeals 


The Ford dealers of Cook County 
are using car cards for a teaser cam- 
paign which employs the new theory 
that the public will read all of the 
copy on a car card if it is interesting 
enough. Some leading questions 
were propounded on the first cards, 
and even before the answers were 
given, Ford dealers reported a wave 
of curiosity among car prospects. 

The Ford dealers have recently 
varied the double card by devoting 
the left panel to an appeal to women 
and the right to men. Copy on the 
women’s advertisement talked about 
safety glass, more room, clear vision 
ventilation, easy steering, and beauty, 
while that addressed to the sterner 
sex discussed free action on all four 
wheels, V-8 motor, aluminum cylin- 
der head and other technical details, 
as well as economy. 

Wieland Dairy Company told a 
lengthy story on car cards in intro- 
ducing its new Vitamin D milk. The 
central figure in the advertisement, 
however, was an infant whose 
charms were guaranteed to make the 
car rider want to know more. The 
increase in sales by Wieland is at- 
tributed largely to this street car 
card, for which, incidentally, it had 
600 requests for reprints because of 
the interesting baby. 

These requests were filled by the 
company’s drivers on their rounds. 


“Radio Stars” Award 


Is Given to Green 


Johnny Green, CBS conductor, com 
poser and musical advisor, was pre- 
sented with the Radio Stars award 
for distinguished service to radio 
Aug. 3 during the national broadcast 
of his “In the Modern Manner’ pro- 
gram. Curtis Mitchell, editor of 
Radio Stars, a Dell publication, made 
the presentation. 

Other winners of the magazine's 
award have included Vallee, White- 
man and Kostelanetz. 


One More for Reese 


Fain Knitting Mills, New York, 
manufacturer, wholesaler and_ re- 


tailer of knitwear, has appointed 
Thomas H. Reese & Co., Inc., New 
York. 


Name Simons-Michelson 


Advertising of Flint Hill Brewing 
Company, Flint, Mich., and Frazer 
Paint Company, Detroit, has been 
placed with Simons-Michelson Com- 
pany, Detroit. 


— _—_ 
—— 


URGES PREPAREDNESS 


YAKIMA 
PEACHES 


will be almost 
one month early 
this year 


Be prepared to can Yakima Peaches 
early in August instead of after Labor 
Day. Watch this paper for announce- 
ment of arrival. 


YAKIMA VALLEY PEACH BUREAU 


Unusual two-column newspaper ad. 

vertisement in northwest papers 

designed to prepare home canners 
for an early peach crop. 


Combination 
Crisco Sale 


Is Tried Out 


New York, Aug. 2.—In a test being 
conducted in Ann Arbor, Mich., Proc. 
ter & Gamble Company is offering a 
one-pound can of Crisco at five cents 
with every three-pound can pur. 
chased at the regular price. This is 
one of several tests on Crisco. 

The two points emphasized in the 
copy are the saving involved in this 
sale and the fact that Crisco digests 
quickly. The product is spoken of 
as the “digestible shortening” and 
reference is made to _ testimonials 
from persons who found they could 
eat pies and fried foods made with 
it, whereas they formerly were dis 
tressed when these items were made 
with other shortenings. 

Advice is given on how to use the 
two cans bought during the sale. 
From the one-pound can, the house 
wife is told, a chocolate peppermint 
cake, a fruit whip pie, 36 cookies, 12 
biscuits, a coffee cake and a tea cake 
ean be made. Recipes and directions 
for the first two items are given. The 
three-pound can is recommended for 
deep frying, and the making of 
French fried potatoes is described 
and illustrated. 

The Blackman Company is in 
charge. 


Pinkerton’s New Job 


Henry F. Pinkerton, formerly 4 
New York advertising free lance, has 
been placed in charge of sales pro 
motion in the mechanical goods de 
partment of the United States Rub 
ber Company, New York. 


Fashion Park to Ayer 


Fashion Park Mfg. Company, Roch 


ester, N. Y., maker of Fashion Park 
clothing, has placed its account with 
N. W. Ayer & Son, Philadelphia. Berk 
shire Knitting Mills, Reading, Pa. 
has named the same agency. 


Expert Starts Own Line 


Dorothy Warren, featured as ® 
beauty expert on station WNEW, 
Newark, N. J., is promoting her oW! 
line of beauty preparations, conduct 
ing six 15-minute beauty talks 
weekly. 


Pick Husband & Thomas 


Popsicle Service, Inc., Brookly 
N. Y., has appointed Husband & 
Thomas Company, Inc., New York 
Newspapers and radio are being used 
to feature the client’s new Twi” 
Popsicles. 


Douglas with Reese 
Donald Douglas, for four yea 
copy chief for Smith, Sturgis 8 
Moore, Inc., is now copy chief 
Thomas H. Reese & Co., Inc. X® 
York. 
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ADVERTISING AGE 


August 4, 1934 


ODERN'S CIR- 
suLATION GOES 
10 1,300,000 


Circulation Guaranteed 
For 1935 Already 
Attained During 1934 


Unforced Gain of a Quarter-Million 
Over Old Guarantee Is Result of 
Natural Increase in Demand 
jor These Magazines by 

Women 


New York, Aug. 4.— 

Just a year ago MODERN MAGA- 
zINES announced its present circu- 
lation guarantee of 1,050,000 with 
f $2100. Since that date ad- 


rate « 
atlas rs have enjoyed a substan- 
tial bonus circulation over and 
above the guarantee. Announce- 
ment is now made of a new guaran- 


tee of 1,300,000 for the year 1935 
at a rate of $2600. Between now 
and the first of October, however, 
advertisers may buy all of the 1935 
issues at the old rate. Inasmuch as 
this new circulation mark has al- 
ready been attained, this means ad- 
vertisers using MODERN MAGAZINES 
in 1935 will enjoy a tremendous 
bonus circulation. 


Unforeed Circulation 
Mopern’s circulation achievement 


is of particular interest right now 
in connection with discussions of 
“forced circulation.” For years ad- 


vertisers have asked that circula- 
tions be permitted to seek their 
natural “reader interest” level. Still 
many publishers increased their 
subscription efforts in almost exact 
ratio to their falling newsstand 
sale. Naturally their production 
costs and in turn their rates re- 
mained almost static. 


Voluntary Sale 


MODERN MAGAZINES enjoy a 100% 
voluntary sale. None of the forced 
methods of circulation-getting are 
employed. It is for this reason the 
present circulation gains of MODERN 
MAGAZINES clearly reflects a genu- 
ine demand for each magazine. It 
means advertisers are getting a 
full measure of sales value out of 
every insertion. This circulation 
vitality is the reason back of Mop- 
ERN’S remarkable ability to “get 
results” for its advertisers. 


MODERN’S basic rate remains the 
same as before—$2.00 per page per 
thousand. However, advertisers who 
buy 1935 issues at the present rate, 
$2100, on or before October 1, 1934, 
will enjoy a cost per page per thou- 
sand of only $1.61. 


Survey of Drug 
Products Just 
Completed 


New York, Aug. 4.—Due to the 
tremendous interest evinced by ad- 
vertisers in MODERN MAGAZINES’ 
Beauty Surveys, this organization 
recently conducted an investigation 
into the Drug Products preferences 
of its women readers. The results 
of this, MODERN MAGAZINES First 
Survey of Drug Products, are pre- 
sented in the current issue of THE 
DELLEGRAM. 


Drug Store Is Point of Purchase 


Over 5,888 different preferences 
were given for a total of 826 differ- 
ent remedies. The questionnaire 
listed twenty-eight classes of ail- 
ments requesting the name of the 
remedy used for each, the price 


paid for favorite sizes, and point | 


of purchase. Results show MODERN 
readers buy 84% of their drug 
products in drug stores as com- 
pared with 12% in syndicate stores; 
the balance is bought in department 
stores. 


Most Common Ailments 


The most common ailments were 
headaches, head colds and bad 
breath. 83% of those answering 
gave a remedy for headaches. The 
most popular remedies in this class- 
ification lined up as follows: Bay- 
er’s Aspirin 54%, “Aspirin” 21%, 
Anacin 5%%, Bromo-Seltzer 5% 
and Squibb’s Aspirin 3%. 

Listerine vs. Pepsodent 

For “Bad Breath” 58%% stated 
they used Listerine, 19% Pepsodent 
Antiseptic. Lavoris ran third with 
5%%. In this classification 358 
= mentioned 32 different rem- 
edies. 


Head Colds 


For that old bugaboo, the com- 
mon head cold, the Vick Chemical 
Co. does a tremendous volume of 
business. The principal remedy was 
Vick’s Nose Drops, 35% stating 
they used this product. Another 
21% use Vick’s Vapo-Rub. 


Very Little Rheumatism 


A very interesting side-light on 
the survey is the fact that only 
19% of those answering had any 
product in their medicine chests 
which they consider a remedy for 
rheumatism. This, of course, tallies 
with the fact that MopERN MaGa- 
ZINES are read by a comparatively 
young audience of housewives and 
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Last week over 1,000 advertis- 
ing executives received a tanger- 
ine box containing a real can of 
Franco-American Spaghetti, with 
the announcement that this prod- 
uct is now on the roster of MOD- 
ERN MAGAZINES' advertisers. 


rheumatism is not a youthful ail- 
ment. Of those answering the ques- 
tionnaire 71.5% indicated they were 
married, the average number of 
persons per family was 4.0. 

A complete list of all classifiea- 
tions covered by this survey follows: 
Bad Breath, Bruises, Burns (sun- 
burn), Burns (regular), Cuts, 
Colds (head colds), Colds (chest 
colds), Coughs, Corns, Chafing (in- 
fant), Chafing (adult), Constipa- 
tion (infant), Constipation (adult), 
Dandruff, Feminine Antiseptic, 
Headaches, Indigestion, Mus- 
cle Soreness,, Rheumatism, Sore 
Throat, Sprains, Skin Eruptions 
(pimples, etc.), Adhesive Tape, 
Bandages, Tonics (including yeast, 
and cod liver oil preparations), 
Foot Powder, Arch Braces and 
Supporters, Rubbing Alcohol. 

Copies of THE DELLEGRAM con- 
taining the complete report may be 
obtained free of charge by writing: 
MODERN MAGAZINES, 149 Madison 
Ave., N. Y. 


F. A. SPAGHETTI 
SELECTS MODERN 
MAGAZINES 


Only Magazine ‘‘Group’’ 
Carrying This 
Advertising 


New York, Aug. 4.—The Camp. 
bell Soup Company has selected 
MODERN MAGAZINES to sell Franco- 
American Spaghetti to the Tyro 
HOUSEWIFE. The advertising of 
Franco-American Spaghetti is be- 
ing handled by Ruthrauff & Ryan, 
Inc. 


Leading Magazines 


Undoubtedly one of the outstand- 
ing factors in Campbell Soup’s de- 
cision to market their spaghetti to 
MODERN’S audience of Tyro HOUSE- 
WIVES is the leading position occu- 
pied by each of the three MODERN 
MAGAZINES. MODERN SCREEN has 
the largest circulation and carries 
the greatest amount of linage in 
the entire movie magazine field. In 
linage MODERN ROMANCES is sec- 
ond to True Story, and Rapio 
Stars leads its field in both circu- 
lation and in advertising linage. 


MODERN MAGAZINES 


Guarantee 


THE STRENGTH OF THE INDIVIDUAL MAGAZINE IS THE REAL MEASURE OF EVERY GROUP 


THE NEW RATES 
UNTIL October 1, 1934, advertisers may contract 


ODERN MAGAZINES have made no at- 
tempt to group a miscellaneous list of 
publications in order to attain a large 
group circulation figure. Instead each 


advertising linage and has the largest circulation 
in the radio fan field. Each link in this great group 
is a sound, successful publication. 

For 1934 MODERN MAGAZINES’ circulation 


for space to be used during 1935 at the current 
rate of $2100 per black and white page, so we 
Suggest you place orders now for all 1935 issues. 


Present rates based 


1935 rates based 


on 1,050,000 on 1,300,000 
guarantee guarantee 

Black and White $2100 $2600 
Second and Third Cover 

(3 colors and black) 3675 4375 
Fourth Cover 

(3 colors and black) 4725 5625 
Inserts 

(3 colors and black) 4200 4375 


magazine is designed to be a success in its own 
right—to stand on its own feet. The editorial con- 
tent of each MODERN magazine appeals to sep- 
arate audiences. 

Today, each of the three MODERN MAGAZINES 
is a leader in its respective field. In the movie pub- 
lication field, Modern Screen leads with the largest 
circulation and the greatest amount of advertising 
linage. In advertising linage Modern Romances is 
second only to True Story. Radio Stars carries more 


MODERN SCREEN .- 


RADIO STARS =. 


MODERN MAGAZINES 


guarantee has been 1,050,000 with a page rate of 
$2100. On the basis of present circulation figures 
the guarantee will be increased a quarter of a mil- 
lion for 1935, with an adjustment in rates to the new 
figure—1,308,000. The new guarantee is no guess— 
this figure having already been attained during 
1934 for several issues. The unforced circulation 
trend of these magazines is a trustworthy barom- 
eter of reader interest ... a true measure of adver- 
tising value and vitality. 


MODERN ROMANCES 
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ADVERTISING AGE 


August 4, 1934 


KOBAK PRAISES 
COAST ADMEN’S 
STRIKE CONDUCT 


New York, Aug. 2.—Edgar Kobak, | 
vice-president in charge of sales, Na- | 
tional Broadcasting Company, and | 
chairman of the Advertising Federa- 
tion of America, returned to his| 
headquarters here this week from a/| 
sojourn on the Pacific coast, voicing 
praise for the courage and good | 
judgment displayed by most adver-| 
tisers in that section during the re- 
cent serious labor troubles. 

By continuing their regular adver- 
tising activity during the crisis, the 
advertisers exerted a strong influence 
tending to shape public opinion to 
the belief that industry was incon: 
venienced but little and that business 
would momentarily be resumed as 
usual. 

Mr. Kobak observed, also, that ad- 
vertisers, through their support of 
the means of communication, are di- 
rectly contributing to the mainte- 
nance of the most effective single 
agency for keeping the industrial life 
of the country on an even keel. Ac- 


cording to Mr. Kobak and other au- 
thorities, the educational efforts of 
the newspapers and radio stations, 
promptly and intelligently applied, 
crystallized public sentiment against 
the general strike and convinced the 
conservative laboring men of the 
error of the strike move, thus quickly 
ending the entire unpleasantness. 


Too Siow to Act 


The one fault Mr. Kobak had to 
find with San Francisco advertisers 
and business interests was that they 
made no special effort to direct pub- 
lic opinion against the strike before 
the men walked out by stating the 
facts of the situation in paid space 
and paid time. He believes such a 
course would succeed in averting 
many strikes and save business and 
labor a great deal of money. 

Mr. Kobak and Don Gilman, vice- 
president of the National Broadcast- 
ing Company in charge of Pacific 
coast operations, were notified at the 
convention of the Pacific Advertising 
Clubs Association on July 13 in 
Portland that the musicians at the 
NBC San Francisco stations, KPO 
and KGO, had walked out and that 
the units faced serious operating dif- 
ficulties. 

They chartered a plane at once 
and on arriving at San Francisco 
devised a plan of operation whereby 
station service was maintained 
throughout the emergency. Provision 


was made for the accommodation of 
necessary operators and technicians 
and for piping in music and pro- 
grams. 

Not one of the stations’ advertisers 
suspended and radio listeners en- 
joyed the regular sustaining pro- 
grams at the regular hours. In the 
case of the Standard Oil Company of 
California’s symphonic concert hour 
and some other instances, musicians 
and casts were assembled at Los 
Angeles and the programs piped in. 


Louis E. Anfenger 
Dies in St. Louis 


Louis E. Anfenger, founder and 
former president of the Anfenger Ad- 
vertising Agency, St. Louis, died of 
heart disease July 25 at the age of 66. 

Mr. Anfenger entered business in 
St. Louis in 1900, coming from Den- 
ver. He became assistant advertis- 
ing manager of Famous Barr, and in 
1902 was advanced to advertising 
manager. 

In 1908 the Anfenger Advertising 
Agency was started, at first handling 
local newspaper copy, but by 1911 
had acquired several national ac- 
counts. Mr. Anfenger retired from 
business in December, 1928. 


Claude Muller Dies 


Claude H. Muller, art director of 
McCann-Erickson, Ine., New York, for 
14 years, died July 27 at Newark, 
N. J. Mr. Muller was 41 years old. 


Photograph of new St. Louis Star-Times 
12th and Delmar 


Building at 
occupied June 2, 


ST. LOUIS STAR-TIMES 


CIRCULATION 
IN 


APRIL—MAY—JUNE 


1934 


was the BIGGEST for 
each of these months 
and for any similar 
quarter - year period. 
in the history of 
this newspaper 


National Advertising Representative 
GEORGE A. McDEVITT CO. 


Blvds., 
1934, 
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Typical magazine copy, based on the theme, "You'll go farther on 

facts," which is now appearing for Seiberling Rubber Company. 

Everett Rhodes Castle, well known writer and vice-president of 
Foster & Davies, Inc., Seiberling agency, is writing the copy. 


25% OF ALL AIR 
EXPRESS TRACED 
TO ADVERTISING 


New York, Aug. 2.—Despite the 
increase in other kinds of express 
carried, that for the advertising 
trades continues to be more than 25 
per cent of all air express shipments 
carried in this country, it was re- 
vealed by the United Air Lines this 
week. 

The reason for this is that rush 
jobs apparently are more the rule 
than the exception for agencies and 
printers, hence these industries have 
taken readily to the speedy new 
transportation system. A _ striking 
example of the service in operation 
was afforded in the recent launching 
of the Joseph E. Seagram & Sons’ 
campaign by the Blackman Company, 
which made use of the facilities of 
the Air Express Division of the Rail- 
way Express Agency, of which 
United Air Lines is one of the con- 
tract carriers. 

The copy was to run during the 
week, in order to avoid competition 
of local week-end advertisers. Thurs- 
day had to be the deadline. Rough 
layouts were OK’d by the advertiser 
at 4 p. m. Tuesday. 

Layouts were completed, halftones 
made and type set, then the individ- 
ual advertisements were electro- 
typed and rushed that evening to 
the Newark airport. The result was 
a full layout and production job com- 
pleted and delivered to newspapers 
throughout the country, including the 
Pacific coast, in less than 24 hours. 
The simultaneous campaign went 
through without a single insertion 
being missed. 


Percentage Holds Up 


Nearly half the cities were located 
at off-air-line points. Deliveries to 
them were made by Railway Express 
through a coordinated air-rail serv- 
ice. The electros averaged four 
pounds, and were carried at an aver- 
age of 73 cents a pound. 

Analysis shows that since the in- 
ception of air express service in 1927 
more than 25 per cent of the busi- 
ness has been with the advertising 
fraternity. This percentage has held, 
air line officials state, despite very 
large gains in shipments by other 
industries. In both New York and 
Chicago, through which most of the 
air express passes, and between 
which there is an “every hour on the 
hour” service, advertising and print- 
ing materials are exceeded in num- 
ber of air shipments only by bank 
paper and news and motion picture 
films. 

Among the reasons for the consis- 
tent gain in use of air express by ad- 
vertising agencies and printers are 
the increase in flying speeds from 
115 to 180 miles an hour, more fre- 
quent schedules, Western Union ac- 
ceptance and messenger pick-up at 
key points and reduction of rates to 
one-third what they were three years 
ago, say air line executives. 


firms has included distribution of 
mats, delivery of plates and direct 
mail or other printed matter in time 
for distribution in some _ special 
event, and movement of layouts, art 
work and samples by agencies. 


Home Becoming 
Largest Buyer 
Of Ginger Ale 


New York, Aug. 1.—A decline in 
demand for carbonated beverages by 
hotels and restaurants since repeal 
of the eighteenth amendment is in- 
dicated by the operating report of 
Canada Dry Ginger Ale, Inc., for the 
quarter ended June 30, 1934. 

Profits for the quarter amounted to 
$139,242, as compared with $184,970 
for the corresponding period of 1933. 
Profit for the nine months ended 
June 30 were, however, far ahead of 
those for the corresponding period 
a year ago. 

“Your company has suffered a loss 
of considerable volume in the busi- 
ness heretofore done with hotels, 
clubs and_ restaurants,” reported 
President P. D. Saylor. “This is 
solely due to repeal of the eighteenth 
amendment. 

“Now that cocktails, wines and 
other beverages are freely sold by 
these outlets in wet states, consump- 
tion of carbonated beverages has nec: 
essarily lessened. Notwithstanding 
this loss the company has sold ap- 
proximately six per cent more car: 
bonated beverages than last year, in- 
dicating a satisfactory increase 
through the retail grocery and drug 
stores and in the home.” 

Mr. Saylor said lower profits for 
the quarter were due to some extent 
to advertising expenses incident to 
marketing of Hupfel’s beer in New 
York and New England. While he 
believes this investment will prove 
profitable, he said that general con- 
ditions in the sale of liquors and 
wines are unsatisfactory. 


New Study Released 
by Macfadden Group 


A new report on the personal chal 
acteristics, living standards and 
brand buying habits of readers o 
Macfadden Women’s Group has bee? 
completed by William C. Keenal 
Company, giving the results of inves 
tigations among 3,031 individuals. 

A unique feature of the report 
that the answers to each questiol 
asked are presented for the first 1,00! 
interviews and the second 1,000, 4 
well as for the entire group. 

Copies of the report are available 
for sales managers, advertising ma 
agers and advertising agents. 


Appoints Gerth-Knollin 


Advertising of the Lactol Corpor® 
tion, San Francisco, maker of a lact' 
“eluten developer,” has been placed 
with Gerth-Knollin Advertisi®® 
Agency, San Francisco. 


Joins Allen-A 
W. E. Crim, for 12 years 4 oa 
member of the staff of Price, hsv 
house & Co., Chicago public accoU if 
. ‘ y 
ants, has been named secretary © 


or 


Uses of air express by advertising 


the Allen-A Company, Kenosha. W** 
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ADVERTISING OF 
CAMEL’S HAIR’ 
I$ CRITICISED 


New York, Aug. 2.—Protesting that 
it is no laughing matter, S. Stroock 


& Co., Inc., fabric manufacturers, de- 
clared in a 330-line advertisement in 
the Sun and Times this week that “a 
good camel would laugh himself to 
death” over the situation now exist- 
ing in the advertising of camel’s hair 
garme nts. 

The advertisement was a one-time 


shot aimed at solving a problem that 
has steadily grown worse over a) 
period of years, despite efforts of 
such organizations as the Better | 
Business Bureau to stop improper | 
use of such terms as “commercially | 


100 per cent pure camel hair.” | 
Because of their failure to elim-| 
inate misieading statements of this | 


type, Stroock suggested to the public 
that it substitute the company’s label 
sewn in camel’s hair garments for 
the usual commercial description in 
identifying the genuine cloth. Re- 
tailers, according to Sylvan Stroock, 
have been advertising camel’s hair 
coats for as low as $12.85. A yard of 
serviceable camel’s hair costs half 
that much and three yards are re- 
quired for one garment, he said. 


Wins Congratulations 


One of the reasons for the adver- 
tisement was the fact that retailers 
generally seem apathetic toward giv- 
ing the public a clear understanding 
of what constitutes a good camel’s 
hair cloth. Yet at one time they 
spent $3,500,000 in a year in adver- 
tising garments bearing the fabric 
label of the 80-year old Stroock com- 
pany. This week’s camel laugh copy 
had the immediate effect of enlisting 
sympathy of some of the leading 
New York retailers, the head of Alt- 
man’s being one of the first to tele- 
phone congratulations. 

“There is a vast difference in the 
construction of camel hair fabrics— 
and there are many different quali- 
ties of cainel hair just as there are 
many different grades of wool,” the 
advertisement said. “A fabric may 


be accepted as ‘commercially 100 per 
cent camel hair’ and still be so in- 
ferior in its make that it cannot give 


satisfactory wear. 

“Many similar phrases mislead cus- 
tomers into believing that they are 
actually buying coats of fine quality 
camel hair fabrics—and we believe 
that those in search of quality gar- 
ments should be protected from such 
practices. As one of the world’s best- 
known makers of fine camel hair and 
other specialty cloths, we know that 
fine quality camel hair coats cannot 
be produced to sell at the ridiculously 
low prices retailers have recently 
been quoting.” 


Three Name Agency 


Advertising of Goss Printing Press 
Company, Vitality Mills, Inc., and 
American Model Engineers, Inc., all 
ot Chicago, has been placed with 
Simmonds & Simmonds, Inc., Chicago 
agency, 


Kable Promotes Two 


Leslie L. Lewis has been appointed 
‘ditor-in-chief of Kable Bros. Com- 
pany, Mount Morris, II., publication 
Printer, and Heathcote Mann is now 
“rector of typography. 


Zerbo Joins Brett 


a Zerbo, Jr., former art director 
, us 


4 ing Wood, Inc., has joined 
ett Lithographing Company, Long 
a City, N. Y., in the same ca- 
bacity, 


Eddy on NRA Board 


Jonathan Eddy, secretary of the 
“erican Newspaper Guild, has been 
Points d to the newspaper industrial 
voard of NRA, succeeding Shuford 
“Tadley Marks, resigned. 


, E F. Johnstone, who has conducted 
te ND advertising agency, specializ- 
Pie chiefly in medical accounts, has | 
“ys edfield-Coupe, Inc., New) 


| 


Agency Designed Display 

The photograph of the Allen Indus. 
tries display in the July 28 issue of 
ADVERTISING AGE was accompanied by 
caption stating that the display was 
designed by <A. Wagenhals. Mr. 
Wagenhals manufactured the display, 
but it was conceived and designed by 
Simons-Michelson Company, the Al- 
len agency. 


Opens Boston Office 


Esquire has opened a Boston office 
in the Statler Office Bldg. in charge 
of M. C. Blackwood, to serve the New 
England territory. 


Distiller Picks Agency 

United Distillers Ltd., of America 
has appointed Amalgamated Adver- 
tising Agency, Inc., New York, to 
handle advertising. 


Campbell Soup 
Shows Grocers 


Road to Profit 


Camden, N. J., Aug. 2.—Strong 
trade support is being won by Camp- 
bell Soup Company with its summer 
campaign featuring cold dishes sold 
by every grocery store. The advertis- 
ing capitalizes the edict of doctors 
that “one hot dish” should be in- 
cluded in every meal. The sugges- 
tion, of course, is that Campbell’s 
soup makes the ideal prelude to a 
cold dinner. 

One Campbell's advertisement soon 
to appear typifies the tactics followed 


during hot weather. Copy will list 
such summer delicacies as egg salad 
sandwiches, fresh peach and black- 
berry salad, tongue, cold salmon, po- 
tato chips, cold sliced ham, prune 
whip, olives, rhubarb, peas, radishes 
and dessert suggestions. The illus- 
tration of Campbell’s tomato soup 
will include many of these dainties. 

This unselfish campaign is empha- 
sized by distribution of illustrated 
leaflets in which allied products are 
given as much publicity as Camp- 
bell’s soups. F. Wallis Armstrong 
Company, Philadelphia, is in charge 
of the advertising. 


Carr Liggett Moves 


Carr Liggett, Inc., Cleveland adver- 
| tising agency, has moved to larger 


quarters at 1249 Leader Bldg. 


WOR Plant Started 


Ground was broken July 23 for the 
new WOR 50,000-watt transmitter at 
Carteret, N. J. The new plant, to 
cost $300,000, will be on the air in 
four months. 


Ward Program Starts 


Buddy Rogers and Jeanie Lang will 
be teamed in a new program spon- 
sored by the Ward Baking Company 
and heard Sundays starting Aug. 12 
at 9 p. m. EDST over WABC-Colum- 
bia. 


Death of H. M. Stillman 


Harry M. Stillman, sales engineer 
for the Budd Wheel Corporation, De- 
troit, and former famous race driver, 
died at his home in Detroit this week. 
Mr. Stillman was 56 years of age. 


WHAT SHE LIKES...LEADS 


...and it is clear enough why the modern Amer- 


ican woman has given Woman’s Home Companion 


the largest circulation in its field. The magazine 


is built to order for her. She likes its directness; 


its up-to-the-minute information on better house- 


keeping methods; its time-saving services. Above 


all she likes its enthusiasm for women’s newer 


activities—sports, travel, civic work, the arts... 


Call the Companion’s 2,606,000 readers just 


another circulation story, if you like. Or call it 


an emphatic endorsement by American women 


with broader interests and wider wants. 


THE LARGEST CIRCULATION AMONG WOMEN’S MAGAZINES 


Companion 


THE CROWELL PUBLISHING COMPANY + NEW YORK 
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HOLD FLASHING — 


SMILE IS OPEN 
SESAME OF '34 


New York, Aug. 2.—Bidding search- 
ers for personal pulchritude to be of 
good cheer, Colgate-Palmolive-Peet 
Company has launched a “Brighter 
Smiles” campaign in which experts 
assert that flashing white teeth are 
the chief requisite for beauty as 
measured by 1934 standards. 

This campaign for Colgate Ribbon 
Dental Cream will appeal to a new 
army of aspirants by implying that 
anyone may be crowned beauty queen 
if she will see to her teeth. 

The “double your money back” 
guarantee, first made famous by Hor- 
mel & Co., and since made on the 
Colgate radio program, will be ex- 
tended to rotograyure, comics, the 
American Weekly and other maga-| 
zines for the first time. The Comic 
Weekly also will be employed. 

The guarantee provides that if} 
after using one tube of Colgate’s the | 
customer finds her teeth are no| 
whiter and her smile no more con- 
tagious than before, twice the pur- 
chase price, plus postage, will be re- 
funded at Jersey City. This guarantee 
supports the company’s claim of dou- 
ble cleansing action, stain removal 
and polishing for its dental cream. 


Must Have a Smile 


The reassuring testimony of beauty 
experts, however, will be given the 
foreground in the 16 weeks’ cam- 
paign. “Today’s newest stars haven't 
regular features,” one of the first ad- 
vertisements said. ‘Some are a long 


way from our beauty standards of a 
few years ago. But here’s one thing 


they all have in common—a flashing, | 
contagious smile that wins more than | 


mere beauty could ever do.” 
Having outlined the goal, the ad- 


SMILES ARE MOST IMPORTANT, SAYS COLGATE 


than beauty in winning fame 


Dental scientists say — your smile can be 
no brighter than your teeth. Find that 
7 stains which mar smiles of millions 


can now be completely removed 


Hollywood says — Brighter Smiles 
more /mportant than Perfect Features 


Popular stars today prove brighter 
smiles — whiter teeth— worth more 


f 2, 
~~ 
x 


The 7 kinds of staine that 


make teeth 


Double Your Maney Back 
Ome TUBE OF COLGATES 
OtsaT MAKE Your THETR WHITER 


Wem 0% aie, Saeth H eaghy en 


Full pages in color tell a Hollywood story of beautiful smiles and 
how to produce them in one of the largest dental cream campaigns 
ever run by Colgate-Palmolive-Peet. 


volve several steps. The candidate 
stands before a mirror and stretches 
his or her lips as wide as possible, 
tilting the head at various angles, 
“now over the shoulder, now with the 
head back,” until the wider and more 
vivacious smile has become natural. 


The basis for this warm and at- 


vertising then tells the reader what | tractive smile is white teeth, the copy 


to do to reach it. 
cises” which 


The “smile exer.- | 
are recommended in: |steps involved in this process. 


warns. It then describes the three 


New men and new jobs are 
reached immediately when 


you use ABO" coverage 


*ACTIVE BUYERS ONLY 


MILL& FACTORY 


A CONOVER-MAST PUBLICATION 
| 205 E, 42nd St.. New York City . . . 333 .N. Michigan Ave., Chicago 
— (B-714) 


CASHMERE SOAP 
COPY IS BACK 
AFTER 4 YEARS 


(Continued from Page 1) 
of moonlight and roses. It depicts 
a romantic pair seated in a flowery 
moonlit bower. This motif is han- 
dled so cleverly that the appearance 
of a cake of soap in a bed of blossoms 
does not disturb the effect. 

The price reduction, the company 
explained, was made possible by ma- 
chine wrapping and other labor-sav- 
ing production improvements. The 
soap itself, it is asserted, remains the 
same as when it was introduced in 
1872. The wrapper has been changed 
slightly to seal in the scent and pre- 
vent loss of its fragrance no matter 
how long the soap lingers on grocers’ 
shelves. 

The magazine campaign follows 
test newspaper advertising in nine 
cities, where sales took such a spon- 
taneous jump that wider advertising 
was clearly indicated. 

Massed counter and window dis- 
plays which sprang into existence 
this week carried cards repeating the 
headline of the magazine advertise- 
ment. 


McCarthy Joins KQW 


Charles L. McCarthy, former assist- 
ant to Don Gilman, NBC western 
vice-president, will be manager of 
KQW, San Jose, Cal., which was re- 
cently purchased by Ralph Brunton 
of KTAB. Under its new management 
KQW will increase its wattage from 


FINANCING OF 
TVA APPLIANCES 
IS CRITICISED 


Birmingham, Ala., Aug. 2.—Inde- 
pendent electrical dealers in Ala- 
bama, numbering about 250, are con- 
tinuing their hands-off policy in the 
sale of TVA model electric refrig- 
erators. They claim there is no 
profit in their sale and that the 
TVA’s cheap model has only “mud- 
dled” the situation. 


“The TVA chest has hurt the sale 
of standard household refrigerators, 
although there has not been great 
popular acceptance of the TVA mod- 
el,” said Ed H. Henley, of Birming- 
ham, chairman of the dealers’ pro- 
test committee. “Dealers have not 
advertised the TVA models but they 
have seen the sale of other refrig- 
erators drop off. This has led to 
price-cutting and other practices 
which were not prevalent until this 
year. Some dealers are now offer- 
ing to accept ice boxes in trade—a 
form of price cutting. 


“The TVA model is not of suffi- 
cient size to meet with great popular 
acceptance. But for this offering in- 
dependent dealers would have been 
able to offer a small cabinet model 
for about $100 and tap the market 
which the TVA is trying to reach. 
This would not have interfered with 
our sale of larger boxes retailing 
for $250 and up. 


Financial Set-Up Scored 


“The financing set-up of the Elec- 
tric Home and Farm Authority, TVA 
appliance division, puts all the re- 
sponsibility on the dealer and none 
on the EHFA. Very few dealers 
or distributors would be able to com- 
ply. The utilities are not taking 
advantage of this plan, preferring to 
handle their own paper. The finance 
plan should be changed to that now 
used by regular commercial credit 
companies. 


erally one of dissociation with the 
TVA program. They take the pogi. 
tion that if they cannot sell re. 
frigerators at a profit, then they wi) 
sell furniture or something else 
Writing to Washington failed to pro. 
duce results, so we are following 
the only course left.” 


DeSoto Dealers 
Favor Uniform 


Color System 


Detroit, Mich., Aug. 2.—Following 
adoption of a standard color plan for 
service departments throughout the 
country, DeSoto Motor Corporation 
let it be known that extension of the 
plan to include sales rooms is under 
consideration. 

Cooperating with the Pittsburgh 
Plate Glass Company, DeSoto adopted 
a combination of blue and yellow, the 
colors used in the DeSoto embiem, 
for service departments. An assort. 
ment of signs bearing the same colors 
has been recommended to identify 
specialized departments for lubrica- 
tion, washing and polishing. 

The Pittsburgh Plate Glass Con- 
pany figures in the plan through its 
knowledge of clean-up and paint-up 
procedure. 

With the substantial increase in 
the number of dealers representing 
automobile and allied manufacturers, 
dealers feel that it is becoming in- 
creasingly necessary to adopt some 
means of identification other than 
signs. Hence the proposed standard 
colors for sales rooms. 


KDKA Leases Quarters 


For Larger Studios 


KDKA, NBC Pittsburgh station, has 
leased the entire third floor of the 
Grant Bldg. for new studios and of- 
fices in which the most modern 
broadcasting equipment will be in- 
stalled. 

Two of the six studios will be large 
enough to accommodate a huge sym- 
phony orchestra. Two others will be 
large enough for small musical en- 
sembles. The fifth is designed for 
speakers and the sixth for electrical 


“The attitude of dealers is gen- 


transcriptions. 
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500 to 1,000 effective Oct. 1. 


Jacob L. Adler Dies 


Jacob L. Adler, who had been with 
San Francisco Call-Bulletin, Newman 
& Levison, and Pauson & Co., died in 
San Francisco this week of a heart 
attack. 


Join “Formal” 


jhave joined Formal, new college 
magazine, as advertising managers in 
the New York metropolitan area. 


Appoints Representative | 
Station KFEQ, St. Joseph, Mo., has 


;}appointed Kasper-Gordon Studios, 
Boston, as representative in 
England. 


Carl Penny and Hunter Etheridge | 


are doing a real jo 


r 1e Dis plays 


b for many national 


advertisers and agencies—at the ONE 
point where favorable interest can pro- 


duce an immediate sale! 


New 


Let us apply our experi- 
ence to your problem! 
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LITHOGRAPHING & PRINTING CO: 
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FFDERAL GROUPS 
PONTINUE DRIVE 
FOR STANDARDS 


Two Groups Issue New Bul- 
letins on Subject 


Washington, D. C., Aug. 2.—The 
Washington drive for use of govern- 
erades of all types of consumer 
took several steps forward this 


ment 


goods 
week, with the publication in the 
current issue of “Consumers’ Guide,” 


published by the AAA, of a lengthy 
illustrated story urging the use of 
home tests to ascertain the quality 


of canned goods, and the issuance of 
Bulletin No. 3 of the consumers divi- 
sion of the National Emergency 
Council, which deals wholly with 
“standards of quality.” 

In the “Consumers’ Guide” article, 
results of grade tests on canned 
goods conducted by the AAA con- 
sumers’ counsel are related to point 
the need for more comprehensive la- 
beling, presumably under government 


supervision. 

Price is a very poor guide to qual- 
ity, the “Guide” declares. “Take 
peas, for example,” it says. “The best 
can of peas out of 47 opened was one 
for which the women paid 13% cents 
per pound of contents—about half- 
way in price between the most ex- 
pensive at 20 cents a pound and the 
cheapest at eight cents.” 


Brands Not a Guide 


“Label indications suggesting qual- 
ity were found disappointing,” the 
article continues. “Such terms as 
First Class, Excellent, Selected, or 
Best covered anything from B down 
to below C. Of the six cans marked 
Fancy, four were B and two were C 
grade. 

“Brands were sometimes a guide 
to quality and sometimes not. For 
instance, the three cans of W-brand 
peas all graded uniformly B. The 
five X-brand were all below C. But 
the three Y-brand graded B, B, C. 
And the four of Z-brand were respec- 
tively A, B, B, C—a highly uneven 
assortment.” 

The article closed by urging groups 
of women to get together in making 
checks on the contents, quality and 
labels of canned goods, and declared: 

“It seems to us pretty clear that a 
lot of enthusiastic customers await 
the first canned-food label which 
gives them ‘as good as a look inside 
the can.’ ” 


Reviews Whole Subject 


The bulletin on standards of qual- 
ity of the consumers division, Na- 
tional Emergeney Council, reviews 
the whole subject of standards, 
points out what various government 
bureaus, commissions and councils 
are doing to aid in setting up grade 
Standards, and cites examples, not 
only in the food field, but also in 
other fields, to prove that consumers 
Must buy most merchandise in the 
dark, 

Turning directly to the subject of 
Producers’ brands, the bulletin says: 

“Producers of consumer goods nat- 
wally wish to identify their products 
and to attract public attention to 
them by giving them brand names. 
Many producers keep the quality of 
their produets up to a high level, so 


that the publie will associate their 


brand names with good service. Un- 
‘rtunately, however, brand names 
‘re not enough to protect either the 
Producers or the public. For un- 
Tupulous producers can disguise in- 
“lor goods under other brand names 
am offer them in the same range of 
ees as those charged by those 
taining high quality. Consumers 
,. Seldom be able to judge between 
© commodities, because of the 
“< of identifying labels, and in 
ty cases will buy the inferior 
‘ther than the superior products. 


Hurts Product 


5 In such instances the producer of 
a highe 


lars r quality product also suf- 
quali Ss, since those who skimp on 
“Silty will tend to have the lower 


costs and, by trading on the igno- 
rance of consumers, a higher margin 
of profit. Should a considerable vol- 
ume of sales be attained by this de- 
vice of cutting quality, the more 
scrupulous producers are put under 
competitive pressure to lower the 
quality of their goods in order to 
keep their heads above water.” 


Quotes Standards Clause 


The bulletin continues with a re- 
view of what has been accomplished 
in introducing standards of quality 
into NRA and AAA codes, and quotes 
the standards clause drawn up by 
the Consumers’ Advisory Board and 
suggested for inclusion in all codes 
dealing with consumer goods. 

This clause asks the appointment 
of a standards committee to study 
and recommend “classification and 


standards of dimensions, qualities 
and the labeling of products ef the 
industry wherever such standards are 
deemed feasible.” These recommenda- 
tions are to be approved by the ad- 
ministrator and made mandatory 
upon the industry. They also “should 
be submitted for promulgation 
through the procedure of the Ameri- 
can Standards Association as Ameri- 
can standards, or to the National 
Bureau of Standards.” 


Dr. Waugh Heads School 


Dr. Karl T. Waugh, for several 
years head of the department of psy- 
chology at Beloit College, Beloit, 
Wis., and later president of Dickin- 
son College in Pennsylvania, has 
been named president of the Charles 
Morris Price School of Advertising, 
Philadelphia. 


Plan Drive for 
2-Cent Postage 


Washington, D. C., Aug. 1.—Post- 
master General Farley’s announce- 
ment of a $5,000,000 surplus in his 
department has revived efforts for 
return of the two-cent stamp for all 
first class mail. 


Ludlow Leads Campaign 


Representative Ludlow (D), In- 
diana, declares that he will introduce 
and campaign for a return of the 
former postage rate. Restoration of 
the two-cent local mail rate cost the 
department a revenue loss of be- 
tween $15,000,000 and $16,000,000, 
Postmaster General Farley estimated 


in reporting the surplus to President 
Roosevelt. 

Local first class mail represents 
about 20 per cent of the total, the 
department estimates, and so a com- 
plete return of the two-cent stamp 
might mean a drop of $75,000,000 in 
annual revenues, according to Far- 
ley’s figures. 


Disney Sues for 
“Mickey” Rights 
Walt E. Disney has filed a petition 
seeking to restrain Sawyer Biscuit 
Company, Chicago Carton Company 
and United Biscuit Company, Chi- 
cago, from using the faces and figures 
of comic characters he has created. 
Mr. Disney asks damages of $1 for 
each picture appearing on each box 
produced or used by the companies. 
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AUTOMOBILE TRADE JOURNAL 


70,000 


66,398 


60,000 
50,000 
¢:% 2 
Za a4 _ 
tla 
suse 5 
Circulation Figures from 


June 30, A. B. C. Statement 


LEADS 


AGAIN! 


The race isn’t over—be it horse, yacht, automobile, circulation or what- 
not—until you have accounted for AUTOMOBILE TRADE JOURNAL, 
which has been setting paces and finishing ahead since June, 1896. 


This time it’s circulation, and Automobile Trade Journal Leads Again, 


with - - 


Way Over 60,000 


Paid Automobile Trade Journal Subscribers 


—No Arrears— 


Total Net Paid, Including Bulk, Average for 6 mos., 58,656 


The chart, at the left, will show you—month by month—the 
record-making advances Automobile Trade Journal PAID 
CIRCULATION has made since January, 1934. The figures 
are from the June 30, 1934 A. B. C. Statement. You can check 


them there. 


In unprejudiced tests, AUTOMOBILE TRADE JOURNAL 
invariably LEADS in READERS and PREFERENCE. A 
new survey has recently been completed by a New York adver- 
tising agent—with the same results. Details will be sent you 


on request. 


When you wish to reach the GREATEST NUMBER of Paid 
Subscription automotive wholesalers and retailers—through 
the publication they PREFER—the FACTS will direct you 


straight to - - 


AUTOMOBILE TRADE JOURNAL 


A Chilton Publication 


Chestnut & 56th Streets, Philadelphia, Pa. 


eS tole. = Pow SE eee ee + 2 4, . 2 Fe 1... be <.9 ord he ee ee” ie eee Sy. ot! km eee mot a bare Ne | ee ee RP ee Be on Ree Pr a > a a Ss See Te! p. 1? hu: Po i i Me bo ee ,. a ee aan 9 @!* to es Pie *. > tar ‘ wrk es a 
eee ee : << : . Ce ae : Ts i EDA cee a : a , ae - ‘ i =. A ; : , ' ea The 
ae s Mf . ey Oe 
4 ae oe 
: “a foe 
| | | 4 : 
oie TG 
er seer oe 
i 
ee | 
get Ne Pee 
ee a a 
| { 7 ae 
. 25, 
ae 
_.oow@aOoqoq>=S$qoomnm9maosS ss. (000 OOo re ye 
ie es ae 
. one ae ea 
1 * : Beis aa 
“ rid § a 
Pg. es € ee _ 
Ee ae eee 
et. aie 
| é wa OO iD TEE ee , iit pas ta 
mie i CO a FO Rae oa oe 
a Wh Fe os ; : ta 
% ees fe + * ate ’ bo ce a 
ye ee sina \y\ wie ~ Ls 
ae ai r Pom Sa “ ‘ ok 5 ie 
ee y ! ee = 3 
Pen Meg “ ; oe Pe ae 
irs 5 » ieee 
so yf 2) ms . Te — Z o - 2 i . [): ‘ 
* Ag - — oe —— ee a? te es = oe 
ae MS ey « ee Ree vas agacett oo ee ee oa J es ae "4 wf Saeee Base 
a YO b) Gh a . 
SS rs g ®e Sl See: 
Pa Fd - 5 ¥ cs & ney aN Rg <ges ray a a" a : es i 
, » s Pe a > " g s e at q “A oy af 7 BP on. : ag ? oe me 
: : «® , . é a ‘ Sai q RS atts > : as Bea 5 fk 
mee Wem —* “2x ea eee va a eee er 
| \s ‘ ; ee . ett > ous ' ee . ~~ | FRRCRE. : 7 ars 
f \ iin > ee al . Sea te e & t > ; ¥ Mg Grn ase : jae ire 
R 3 ee es | | "wes YS Aaa aa 
: & o Gb ee eS ll OS ——_ a 
, pita +. Pe und - ba ox - y > fae wae a ey 
| - » . a SoG ; 1 ’ ois eae = . “ F ‘he PA, - ase me 
| — hee ‘if, LY gal ; H o seh * 1: 7a ie oo my Sb - a Ge Bi. 
- -. L . ag oa Pi a7 -) # + ate oa . bP ve al "ON oe ae 
- 4 Z f . Lay utes - ae ! se ny eae es i 
a 2 ie oe \ ee ee ee oe ine ve oe 
oo —y eee SF ; Pe S~ if ous e : gor ~~ aa 
: i Jon — bic hes : Bibs: = y oe ‘ ke NN : ‘ Mie 
} ‘ ay : — : ff a x 4 . % re ; £ ; ; é& F a ’ s mm spate ~ 
ee, WE tte . r 3 p i s : 4 4 ¥ . ‘ my a . BE % 
$ ea: : AS * —_—— a < a? ) : co \ & Pee aral 
= = i 7, - Yau Wes ‘ ae ; MN os 
; = = .* AA i iste =e ‘ _ i 
e bt ey ly we 3 eit: \ ‘ é Bs Poe 
- | =. eee = ee Ne | _ 
2 eee eS 6 es ‘a! oa e 
. ame, Ne . Sag arte - _ * 4 7 
.- I ae : ie ee = = A ie =a \ 
- ee catia dns Teas =e . m) , 
re = —_- © TELE ce oat pt: 
a | = oe Ap we os 
. age —— — as Ke ites Se ¥ oe eae 
ye j ae — pert eee Dy, ead 5 : co 
7 gobo: ee . ay an 
; ~ = Ea > at a 
: = 2 ae —- — aii . = —" —s f eae en 
— See a . ee 
al LE - Sak 
7 re 
“lia ies aeed 
ee 
ee 
So fade es ae S| 
ipa 
ee Shree oe 
j q a ’ 
foe 
” = 
- ae 
ee oe aml 
. ae OTs 
wey Tame: ese 
ox 7 
ee 
PT Ty — 
; f 
aa 
oF 7 
cares 
Satie ee 
se Nae Ny 
Fig I 
Rig tre 2S Ta 
, as tas oe f 
“Sea nek 
; i ‘Oe v 
Rah Es an ee A ; “ . ; - - | va Bet pts 
Ae ge hee Rains eae ye tty Bee Seg ee he on Jig soll i ar eis as Mog Daag Bes Eo - Sl aula Bt ei gan geen 6" Pee ye a eee ban aed Gt oe a 5 eer ey ew) Cite Rig Meri A ft BAT 
eo TE oom A <a aang tear Sais Saas Te AP nt si MN RN NS ed, Cink ost Ie | 7 nT Ma eH el lence Tee oer Pie ee a Aen iia s Sepa gi as a ae rk i a? a . 5 Ess Shs I nto A eee ee Re oe ls aa nae ae ae Pe fem EE ye MS) CaS aa oT es Nee a a 
HE oe a ee PCP ae keen yg ere eis Me Sas ee RTS oat ee 5 implant Sis reg are oe te TE ae a oe eee ie iin aati eee seat Salers vg sac ia ee eae caer pe pee en Meee UT RR. 
Mean eee Ries, Lia art el tat ea anaes «ak i ae MEA Reee Cae tok nd) 2, any ig ea sins MAME ar aaa ciaas (coe CURRIE Senna ey a ces, pin MeBaetS NR Ie SS 0G he pte oA SN meee eee SE 8 ay eee ae ee nan, Srey eg 
| eh a Mea 0 Se Bin aia ga aA Dy as ee i eee Sd Ape Fae ing a hg es a ee a, Gd Sears Pehiaan 2 Bees Le Tae cease Zenner Ready Carinae oer? Dregige 7 2) hoe ania Woe fi Shoes a Seas Repay Sate, at AS ae AAR oe Rr ekg ee He a ceed aie Um, Be Cu A 8 


18 


ADVERTISING AGE 


August 4, 1934 


ad 


THOMPSON WAS — 


| National Geographic 


1933 MAGAZINE 
LINEAGE LEADER 


Chicago, Aug. 2.—-J. Walter Thomp- 
son Company placed more advertis- 
ing in 36 leading magazines in 1933 
than any other agency, according to 
“25 Leading Advertising Agencies,” 
a new survey issued by Thompson. 
This agency held the same relative 
rank in 1932, it reports. 

Of $81,472,795 carried by these 36 
magazines in 1933, $57,347,952, or 
more than 71 per cent was placed by 
25 agencies, the survey declares. Of 
this amount, J. Walter Thompson 
placed $8,926,578, compared with 
$4,875,050 for Lord & Thomas, its 
nearest rival in the magazine field. 
In third place came Young & Rubi- 
cam, with $4,693,047, followed by the 
Blackman Company, with $3,166,257 
and N. W. Ayer & Son, $3,019,859. 

Young & Rubicam made a sensa- 
tional advance in the amount of mag- 
azine advertising it placed in 1933, 
charging from seventh place in 1932 
to third in 1933. The Blackman Com- 
pany ranged upward from eighth 
place in 1932 to fourth in 1933. 

Ruthrauff & Ryan, which was in 
17th place in 1932, was seventh in 
1933. McCann-Erickson, Ine., ad- 
vanced from tenth to eighth place 
and Lambert & Feasley from 13th 
to 11th. 

For purposes of comparison, J. 
Walter Thompson Company placed 
the 36 magazines whose lineage was 
analyzed in four groups. Group 1 
comprises Better Homes & Gardens, 
Delineator, Farmer’s Wife, Good 
Housekeeping, Harper’s Bazaar, 
Household Magazine, Ladies’ Home 
Journal, Motion Picture Unit, Mc- 
Call's, Parents’ Magazine, Photoplay, 
Pictorial Review, Silver Screen, 
Tower Magazines, True Story, and 
Vogue. 

In Group 2 are Collier’s, Liberty, 
Literary Digest, Saturday Evening 


| 

Post and Time. Group 3 includes | 
American Magazine, Cosmopolitan, 
and Redbook. | 

| Group 4 is made up of American 
| Home, Arts and Decoration, Country 
Life, Field & Stream, Fortune, Home 
& Field, House & Garden, Town € 
Country and Vanity Fair. 

The advertising placed in Group 1 
by 25 leading agencies in 
amounted to $31,310,064; in Group 2, 
$20,387,949; Group 3, $4,601,114; 
Group 4, $1,048,825. 

As far as J. Walter Thompson’s 
own business is concerned, it vouch- 
safed the information that 43 per 
cent of the total appropriations of its 
clients go into magazines, 35 per cent 
into newspapers and 22 per cent into 
radio. 


—_. 


Orth Writes Book for 
Business Paper Writers 


“How to Write for Business Publi- 
|cations,” a new book by F. A. Orth, 
|advertising manager, Federal Elec- 
| tric Company, Chicago, has just been 
| published by the Mercury Press, 638 
| Federal St., Chicago. 

Mr. Orth, formerly associate editor 
of Factory, and author of hundreds 
of articles which have appeared in 
almost 100 different business papers, 
has arranged his book so that the 
reader learns both what the business 
paper editor wants from contributors, 
and how a_ successful contributor 
goes about delivering this material. 

The book, in terse, dynamic style, 
is intensely practical and contains 
numerous examples. Its price is $2. 


————— 


Three New Accounts 
For Albert M. Ross 


Albert M. Ross, Inc., New York, 
has been appointed to place advertis- 
ing of Irresistible, Inc., cosmetic 
maker; Blue Waltz, Inc., cosmetics; 
and Creative Merchandisers, Inc., all 
of New York. 

National magazines will be used 
for all three accounts. 


Organize Complaint Board 

Complaints arising from the daily 
newspaper publishing business code, 
exclusive of labor matters, will be 
handled by a local board made up of 
two persons selected by the complain- 
ants, two by the respondent and a 
fifth selected by these four, the code 
authority has decided. 


Now Transported 


by Iruck 


200% Inecrea 


In 1930, less than 6% of 
the New York City Market by ¢ 
by truck, and the trend is still 

This represents but a pa 


1932 


se in 3 Years 


the total volume of milk entered 
ruck. By 1933, over 30%, arrived 
upward. 

rt of the transportation picture 


as practically 100°/, of the milk travels from the farms to the 
local plants by truck. The total consumption of tires, gasoline 
and oil is something for manufacturers of these transportation 


essentials to ponder. 


Consider also that the DAIRYMEN'S LEAGUE NEWS is the 


dairy paper of the New York 
every three producers of mark 


Milk Shed. It reaches two out of 
et milk, also thousands of owners 


of milk trucks and milk plant workers. Circulating among more 


than 59,000 readers, it taps t¢ 
whole industry. 


he sources and resources of the 


Our Business Manager has several graphs of interest to 


manufacturers of Trucks, Accessories, Gasoline and Oil. 


him for them. 


Ask 


Ask our Business Manager for further information. 


ENS 


eag 


NEW YORK 
11 West 42nd St. 
R. L. Culver 
Bus. Mgr. 
Tel. PEnn. 6-4760 


CHICAGO 
10 So. LaSalle St 
J. A. Meyer 


“The Dairy Paper of the New York 


Tel. Franklin 1429 


The New York 
Milk Shed 


Milk Shed” 


1933 | 


OL CAMPAIGN — 
HELPING COAST 
FORGET STRIKE 


Cycol Leads March Back to 
Normalcy | 


San Francisco, Cal., Aug. 2.—With | 
motorists glad to get back at the | 
wheel after enforced vacations due | 
to the longshoremen’s strike, Asso- | 
ciated Oil Company marked resump- 
tion of normal business with a new | 
campaign on Cycol motor oil. “Less 
oil drag—more speed,” is the key- 
note. | 

In point of sustained action, the | 
campaign will mark a new high for | 
the Pacific coast. In addition to 158 | 
newspapers, Sunday color magazines | 
will tell the story of the new “sol- 
vent refined motor oil.” Football 
broadcasts will carry the same story, 
while direct mail and booklets will 
be distributed direct and through | 
filling stations. Outdoor advertising 
is also on the schedule. 

Copy in the American Weekly and 
several metropolitan papers of Sun- 
day, July 29, dramatized “oil drag” 
by comparing it to a bandit gang 
robbing motorists of power and gas- 
oline mileage. The full page color 
advertisement was given the appear- 
ance of regular Sunday magazine 
sections. The upper part appeared 
to be a news story with pictures, 
while the lower half of the page 
seemed to have been torn away to 
reveal a poster-like message on the 
new Cycol. 


Describes New Process 


The campaign is directed particu- 
larly to those who are conscious of 
the “new streamline motor cars, 
world-receiving radios, high velocity 
rifles, the latest news—everything 
that has extra advantages.” 

Copy asserts that solvent refining, 
“a new process perfected by Asso- 
ciated, removes impurities without 
impairing natural lubricating quali- 
ties.” “Oil-drag” is defined as ‘the 
natural resistance set up by oil in 
the motor.” Sludge, said to be the 
chief contribution to oil-drag, is ab- 
sent in the new Cycol, therefore 
“Cycol cuts oil-drag and _ releases 
power that up to now was absorbed 
by impurities in the oil.” 

Harold R. Deal, sales promotion 
and advertising manager for the 
company, said the campaign was in- 


CUTS OIL DRAG 


ASSOCIATER Or. ComPany 


CYCOL releases NEW Power- 
Increases Speed...because it’s 
SOLVENT-REFINED 


PONIRLE VACHUM DISTILLED 


One of the unusual advertisements 
in the new campaign of Associated 
Oil Company in coast newspapers. 


Six Publishers 
Sail for Italy 


Birmingham, Ala., Aug. 2.—Six 
prominent southern newspaper pub- 
lishers will sail for Italy from New 
York Aug. 4 aboard the luxurious 
new Italian liner, Conte di Savoia. 
They will be guests of the Italian 
government on the tour, which is in 
the nature of a goodwill mission. 

Those who will make the cruise in- 
clude: 

Victor H. Hanson, Birmingham 
News and Age-Herald; Clark Howell, 
Sr., Atlanta Constitution; William O. 
Huggins, Houston Chronicle; James 
J. Taylor, Dallas News; James M. 
Ewing, New Orleans Times-Picayune ; 
and James M. Thompson, New Or- 
leans Item-Tribune. 


“Post” Enlarges Plant 

The Washington Post will enlarge 
its space with the addition of a six- 
story building as a west wing of 
the present building. 


Drake’s New Work 


Charles Drake has joined the Kable- 
Colcord Company, Chicago agency, as 
account executive. 


1936 TO SEE 


LAST COPY ON 
FREIGHT CARS 


Washington, D. C., 


Aug. 2.—The 


use of private freight cars as per. 


ambulating billboards will be pro. 


| hibited after Jan. 1, 1937, as the re. 


sult of a ukase by the Interstate 
Commerce Commission. This atti. 


| tude was taken in spite of a hint of 
| diversion of traffic to trucks. 


“The painting of advertising mat. 
ter on assigned cars is a thing of 
value,” the I. C. C. related in its 
summary of proceedings. “In fact, 
one witness considered it such ap 
important item in his company’s na. 
tionwide scheme of advertising that 
he declared it would give its traffic 
to trucks if it were deprived of such 
advertising.” 

Testimony indicated that railroads 
pay the owners of private cars al. 
lowances for their use, this consti. 
tuting one of the alleged abuses 
which the I. C. C. hopes to stamp 
out. 

“Private cars supplant the rail- 
road’s own cars on regular lucrative 
hauls,” the commission said. ‘Rail. 
road cars are forced to stand idle 
while the carriers are paying two 
cents a mile for the use of private 
refrigerator cars. The net cost of 
the transportation to users of leased 
and rented cars is reduced by the 
amounts received in excess of the 
costs to them, and they are thereby 
removed from that level to equality 
with other shippers which the Elkins 
law was enacted to establish.” 

Private refrigerator cars owned by 
packing companies figured largely 
in the testimony. Among companies 
named as setting great store on the 
advertising involved in the use of 
their own cars were Borden's Pro- 
duce Company, Armour & Co., Hor- 
mel & Co., Cudahy Packing Company 
and others. 
“Criterion’s’”’ New Home 

Mida’s Criterion has opened an 
eastern editorial office at 480 Lexing- 
ton Ave., New York, managed by 
Alfred Human. 


sire to aid the Pacific coast to re- 
cover from the effects of the recent 
labor troubles and to resume the 
march back to prosperity. With As- 
sociated, Mr. Deal believes the west 
will be particularly susceptible to 
advertising for some time. 
Thomas are handling the campaign. 


“Atlantic Monthly” 
Speeds Its Closing 


Effective with the September, 1934, 
issue, Atlantic Monthly will accept 
complete black and white full-page 
plates up to the tenth of the month 
preceding the issue for which they 
are intended, provided that a non- 


cancellable order for the space is 
made on or before the fifth of the 
month. 


Since the publication is in the 
hands of readers on the 20th of the 
month preceding date of issue, the 
new advertising deadline is declared 
to be the closest to publication date 
of any national monthly, and possibly 
of any national weekly, as well. 


Hayes with Tyson 
C. Ellis Hayes has been appointed 
a special representative of O. S. Ty- 
son & Co., Inc., New York, for the 
Pennsylvania and adjacent territory. 
Mr. Hayes’ address will be 1601 N. 
Broad St., Philadelphia. 


George F. Voigt Dies 


George F. Voigt, publisher and 
owner of the Jefferson Evening News 
and the Clark County Journal, died 
at his home in Louisville July 27, 
following a long illness. 


spired in part by the company’s de- | 
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MORE NEWS IN 
Advertising Age 
Than Any Other Publication! 


Read your own copy, and be sure of hav- 
ing the latest information on all advertising 
developments all over the country. 


$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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ADVERTISING OF 
MELOROL CAUSES 
SUPPLY TO LAG 


Stop Campaign Twice While 
Makers Gatch Up 


New York, Aug. 2.—Big insertions | 
in 11 newspapers in the metropolitan | 
area have created such a large de- 
mand for Melorol ice cream that 
twice since the campaign started it 
has been necessary to postpone the 
scheduled advertisements to allow 
the three companies making the new 
packaged food to catch up with de 

and. 

m With added equipment, Melorol 
makers in the metropolitan area be- 
lieve they can meet demands for the 
yest of the ice cream season and the 
cooperative “covering” campaign is 
running its regular schedule. They 
are now selling more than 1,000,000 
Melorols a day. 

The campaign, prepared by Pedlar 
& Ryan, Inc., started in April. The 
first break in the campaign occurred 
May 7 and lasted until May 22. Ad- 


yertising was resumed then but by 
July 2 it was necessary to stop the 
campaign again. The second break 
lasted to July 19. 

This is Melorol’s first real season. 


A year ago the individually pack- 
aged ice cream was introduced by 
one company in June and by others 
later. Melorol is produced by a 
somewhat different method than 


other ice cream. It is frozen under 
higher pressure at lower tempera- 
tures. This is said to give it a finer 
texture and make it smoother and 
creamier. It is delivered to dealers 
in “bales,” containing 95 cylindri- 
cally shaped Melorols. 


—-—— 


Signed by Dealers 


There was some promotion last 
summer, but the innovation came too 
late for a strong general campaign. 
This year it was felt that the name 
Melorol should be given headlines, 
but it was also felt that this should 
not be done at the expense of indi- 
vidual brand promotion. 

The solution to the problem was 
found in the covering campaign 
which is being run cooperatively by 
three of the leading New York ice 


cream manufacturers, Borden, Reid 
and Horton. The job was to get 
the public to accept the new form in 
ice cream and the dealers to push 


its sale. The advertisements in the 
covering campaign appear over the 
Dame of the Associated Melorol 
Dealers, though, of course, there is 
no such association. The expense is 
borne by the manufacturers, who last 
year advertised it separately and 
continue to feature their brands of 
Melorol this year. 
One advertisement in the coopera- 
uve campaign appears each week. It 
'S staggered in the 11 newspapers 
“O as to cover the full week. Ex- 
‘ept for the Daily News, the Jewish 
Daily Forward and a number of 
the Jersey newspapers, which carry 
‘W0-line insertions, all the Melorol 
advertisements in this campaign are 
1200 lines. ‘The brand campaigns 
‘nN independently by the three manu- 
faturers are in charge of the reg- 
lar agencies of the companies and 
ae conducted independently of the 
Yering campaign. However, when 
he breaks occurred in the covering 


ya paign, brand advertising, too, 
“S stopped until a greater supply 
¥a8 available, 
Features Savings 

Tee cooperative copy, prepared by 
— © Ry an, Inc., has stressed the 
“éllowness, smoothness and creami- 
eet Melorols, along with the 
Dttione  wvemlence of individual 
vites hay Endorsements by house- 

ave been used and pictures 
ave show 


n soda counter scenes. Ad- 
oy of new flavors have given the 
—tllprtiigg ness from time to time. 
: are now six flavors available. 
* dealer mater! advertising as well 
vin *r materials is dominated by 
UStration of a round-eyed soda 


CAUSES TROUBLE 


$, YOU'VE BEEN EATING 


083,000 
MELOROLS 1 A DAY 


ASKING, 
AND AS Rel” 


108 


Thank you, New York! But 
were we in a pickiement! 


~- ee ne 
Wicceiaeveriemeakerer 


+ ae me gene 


Foe Pom fame a ll pe ame ee 


ASSOCIATED MELOROL DEALERS 


Advertising of MelOrol in New 
York has done such a good job 
that it had to be stopped twice to 
give producers a breathing space. 


counter man wearing a “Joe E. 
Brown” grin. It is the work of Her- 
man Roge. 

In the dealer promotion, the fact 
that there is no waste in handling 
the individually apportioned Melorols 
as compared with the five gallon bulk 
container method was found to be 
a strong argument in favor of the 
new idea in ice cream distribution. 
Dealers saw the possibility of more 
profit by elimination of bulk wastes. 

Special glassware for sodas and 
sundaes was designed before the sea: 
son opened. The majority of the 
dealers in the area covered are now 
supplied with the new type soda and 
sundae glasses. Into these the Melo- 
rols fit compactly when removed 
from their wrappers with a single 
motion that is declared to be quieter, 
more economical and sanitary than 
the dipper method. 

The window pieces on Melorols are 
tied in with the brands by use of a 
strip pasted over one corner saying, 
“Enjoy (brand) Melorol Ice Cream.” 

According to an executive of the 
agency, Melorols have definitely ex- 
panded the ice cream market in the 
metropolitan area. Despite the mil- 
lion-a-day sales of Melorols, bulk ice 
cream sales are holding up, which 
indicates a widening of the demand 
for ice cream. 


Hood-O-Graph Is 
New Ad Medium 


Rockford, Ill., Aug. 2.—A new ad- 
vertising device known as the “Hood- 
O-Graph,” which makes use of the 
“air rights” above the hood of an au- 
tomobile, has been invented and 
placed on the market by F. D. East- 
man of Rockford. Patents have been 
applied for on the device. 

The Hood-O-Graph consists of a 
wire frame made in two sizes, one to 
carry signs nine by 18 inches and 
suitable for trucks and _ old-style 
pleasure cars, the other designed for 
new streamline cars and carrying a 
sign four by 18 inches. 

The Hood-O-Graph is held in a rigid 
upright position by two flanges which 
pass under the hood of the car. No 
tools are required for its installation, 
and two rubber cushions prevent 
marring of the car’s finish. Signs 
may be of cardboard, wood, glass or 
metal, and are changeable at will. 


Quality Group Officers 
Appointed to New Posts 


Waldo W. Sellew, a member of the 
executive committee of the Quality 
Group, has been elected sales man- 
ager of the organization, and will 
give particular attention to transpor- 
tation and resort advertising as well. 

Carroll B. Merritt, Scribner’s Maga- 
zine, is now chairman, Charles B. 
Parker of Harper & Bros., vice-chair- 
man, and Henry B. Todd, Current 
History, secretary. 

Gordon Gannett will direct sales in 
the western territory, while Thomas 
N. Francis and A. P. Walsh will 
serve the east. 


Johnson Returns to 


Field of Publishing 


Nat M. Johnson, formerly editor of 
Southern Automotive Journal, At- 
lanta, and associate editor of South- 
ern Hardware and Electrical South, 
W. R. C. Smith Publishing Company, 
Atlanta, has resumed his post as 
southwestern editor of the group, 
succeeding the late W. T. Owen. 


Davis Starts Agency 


John Erle Davis, formerly with the 
Stark Advertising Agency, Louisville, 
has established the Davis Advertis- 
ing Agency, in the Martin Brown 
Bldg., Louisville. Mr. Davis was at 
one time advertising and publicity 
man for the Kentucky Utilities Com- 
pany, whose account he now handles. 


Is Columbia Outlet 


Station CKLW, Detroit, owned by 
G. B. Storer, is a part of the Colum- 
bia Broadcasting System. A news 
flash in the July 21 issue of ADVER- 
TISING AGE stated that the station 
would be in the new American Broad- 
casting System. 


First Consumer 
Advertising of 
Saraka Started 


New York, Aug. 2.—A list of eight 
national magazines is being used for 
the first consumer advertising of 
Saraka, a product for relief of hab- 
itual constipation made by the 
Schering Corporation, Bloomfield, N. 
J. Bowman & Crane, Inc., is the 
agency. 

Sap of a tropical tree is the in- 
gredient featured in the copy, along 
with the fact that up to March 12 
of this year 15,862 physicians had 
tested Saraka and as a result of 
their recommendations more than 
300,000 people are using it. 


The first national copy reviews the 
history of the product in a general 
way. The qualities of the sap were 
discovered 23 years ago. A labora- 
tory became interested and developed 
it for use in treating habitual consti- 


—— 


pation. Nowhere in the copy is it 
so much as suggested that it is a 
cure, but only that it is helpful in 
overcoming the ailment. 


Display advertisements are used 
in the campaign, that in the recent 
issue of one of the weekly publica- 
tions running two columns. Before 
purchasing the regular 75 cent and 
$1.25 packages of Saraka, the com- 
pany urges readers of its advertising 
to test the product first, making use 
of trial size packages sold at drug 
stores for ten cents, or obtainable 
by use of a coupon. 


In addition to the consumer cam- 
paign, Schering Corporation is con- 
tinuing its regular advertising in 
trade and professional publications. 
Saraka has been sold through whole- 
sale and retail drug channels for sev- 
eral years, 


Magazines being used in the initial 
consumer campaign, scheduled to run 
the remainder of the year, are Col- 
lier’s, Delineator, Good Housekeep- 
ing, Ladies’ Home Journal, McCall’s, 
Saturday Evening Post, Time and 
Woman’s Home Companion. 


“*Mule in the Yard” 
Horses.” 


he never forgets . . 


the August issue. 


. people you'll never forget .. 
of an artist who will never be forgotten: Thomas Wolfe . . 


Scribner's 


SUMMER FICTION NUMBER 
PRESENTS AN 
ALL-STAR CAST: 


x BOYD 


The work of James Boyd. 


a cloud hangs over 


Other stories, articles, poems, reviews 


ON THE STANDS NOW 


*Advertisers Note:—Not a single subscriber is in arrears. 


.. native Pennsylvanian, transplanted Carolinian ... 
achieves fulfilment of the full rich flower promised long ago in “ 
issue presents the fourth and final installment of his new novel, 
—the closing chapters revealing in sudden breathless tragedy the truth about Fitz- 
Greene Rankin’s love for Clara Rand. 


* FAULKNER 


Flavored with William Faulkner's own inimitable brand of back-country humor, 
is another of those rare short stories in the vein of “Spotted 
So far above the usual too-hot-to-bother level of so-called 
that it will be outstanding for many months to come. Get your August copy of 
Scribner’s today. Mules, you know, are notoriously sterile. . 
never be another just like this one. 


x WOLFE 


Sinister, impenetrable . . . “The House of the Far and Lost,” 
where the Coulsons rent a room (and open a door) to a young writer. They are people 
. drawn with the deft, sure touch 


. in the August issue. 


* RAWLINGS 


The touching tender story of an ex-convict’s homecoming. . 
Arden without benefit of clergy . . 
carrying another in his heart for Emma, who 
written by Marjorie Kinnan Rawlings, author of “ South Moon Under.” 


* THOMASON 


Meet your old friend, Capt. Thomason .. . 
his, Inez Ray. She was running a flower shop in Houston when he found her again, 
but she wasn’t casting any bouquets in the direction of Ben Ray. There’s a whiplash 
snap on the end of the story that’s worthy of O. Henry. It will surprise you. . 
surprised Captain Thomason himself. Read ‘The Mating of a Stamp Collector” 


. armed with a pardon from the governor, and 
“had to get help on the farm.” 


let him introduce you to an old friend of 


Drums.” This August 
“The Dark Shore” 


“August fiction” 


. so there’ll probably 


. a modern Enoch 
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Advertising 
Own Purchasing of 
Material, Supplies 


Men Do 


Buying of Printing, Artwork, etc., Declared Out of 
Purchasing Agent’s Realm 


Chicago, Aug. 2.—It is the function 
of the advertising department not 
only to create advertising and mer- 
chandising ideas, but also to follow 
through on the purchasing of mate- 
rials and supplies needed to translate 
these ideas into tangible realities, a 
survey of the buying procedure fol- 
lowed by the advertising departments 
ef scores of well known national ad- 
vertisers reveals. 

Advertising managers queried by 
ApVERTISING AGE on how materials 
and supplies intended for use in the 
company’s advertising, such as art- 
work, engravings, printings, etc., are 
and should be bought, were almost 
unanimous in declaring that in order 
to perform its task most effectively 
the advertising department must 
have complete supervision over the 
purchasing, as well as the planning 
end. 

Pointing out that there has been 
considerable discussion recently as 
to the trend in the purchase of print- 
ing, engraving, and other materials 
and services to be used in the work 
of the advertising department, 
ADVERTISING AGr’s query, addressed 
in equal numbers to advertising 
managers and purchasing agents of 
national advertisers, said in part: 


The Questions 


“One group in the field declares 
that the purchase of everything 
which goes into advertising is pecu- 
liarly a function of the advertising 
department, while another group de- 
clares that the purchasing agent 
should purchase printing, engraving, 
art work, etec., as well as the other 
materials and supplies used by the 
company. 

“Is your own department now buy- 
ing more or less material used in 
the company’s advertising than in 
the past? Do you buy everything 
used by the advertising department, 
such as the printing of direct mail 
pieces, etc., or do you merely specify 
what you want, with the purchasing 
department getting prices and issu- 
ing requisitions after you are satis- 
fied as to quality? 

“What is the existing arrangement 
between your department and the 
purchasing department, and do you 
feel that this arrangement could be 
improved by giving you more or less 
authority over advertising  pur- 
chases?” 

That the problem of purchases for 
the advertising department has re- 
ceived unusual attention is evident 
from the large number of replies re- 
ceived from the queries, as well as 
from the variety of arrangements re- 
ported in operation. 


SENSATIONAL NEW 
OUTDOOR 
MEDIUM 


Makes Every 
Automobile A Moving Advertisement 


Both Local and National Advertisers can 
cash in on this new and utterly different 
medium for outdoor advertising—the EAST- 
MAN HOOD-O-GRAPH. A miniature bill- 
board in motion. Installed almost instantly 
on any car. Uses valuable “air rights’ above 
the hood to flash its advertising message 
where it simply can’t be missed. Holds any 
metal or cardboard sign 9x18” or 4x28”,— 
changeable at will. Fits all cars and trucks. 
Removed in a jiffy. No tools required. Most 
spectacular Low-cost advertising medium ever 
devised. Great for parades, publicity stunts, 
delivery cars, etc. Thousands will be sold for 
political campaign Liberal  dis- 
counts to quantity advertising 
agencies. 

Send $1.00 for sample (state size) or $1.50 for 
both sizes, including screen process sign, or 
write for Free particulars and illustrated folder 
today. 

References:—Illinois National Bank & Trust 

Company 


THE EASTMAN CO. 
235 S$. Church St. Rockford, Hl. ; 


publicity. 
users and 


In some companies, all of the pur- 
chasing is done by the advertising 
department, without reference of any 
kind to the purchasing department. 
In a majority, however, the purchas- 
ing department enters into advertis- 
ing purchases officially at least, to a 
greater or lesser degree. One favor- 
ite method of attacking the problem 
seems to be the delegation of one 
or more members of the purchasing 
agent’s staff to the task of making 
advertising purchases; another, 
whose end result is the same, is the 
delegation of a member of the ad- 
vertising staff to the duty of making 
advertising purchases in the purchas- 
ing department. 


Purchasing Agents Agree 


One mildly surprising bit of infor- 
mation unearthed in the survey is 
that many purchasing agents them- 
selves feel that advertising  pur- 
chases should be made by the adver- 
tising department, on the theory that 
advertising purchasing is not at all 
comparable to the purchasing of 
other materials and supplies used in 
plant operation. Advertising man- 
agers and purchasing agents alike 
stressed the point that friendly, 
thorough-going cooperation between 
the two departments is essential. 

Typical comments of advertising 
managers and advertising depart- 
ment personnel on the matter follow. 
The viewpoints of purchasing agents 
and of other advertising managers 
will be given in subsequent articles. 

D. K. Colvin, advertising manager, 
The Hoover Company, Chicago: 
“The purchasing function is exer- 
cised entirely by our advertising de- 
partment. In one or two instances, 
our purchasing department has 
bought paper stock for the adver- 
tising department in connection with 
other paper supplies purchased for 
our house organs and field publica- 
tions which are not under the juris- 
diction of this department. 

“It is our distinct feeling that this 
should remain the practice with any 
concern desirous of maintaining a 
quality standard in its printing mate- 
rial. In our opinion it requires some 
one with definite technical experi- 
ence to purchase either printing or 
engraving in the selection of which 


quality rather than mere price should 
be the ruling factor.” 


Does All Purchasing 


G. B. Benton, assistant sales man.- | 
ager, Minneapolis-Honeywell Regula- 
tor Company, Minneapolis: ‘Mate- | 
rials used in advertising work are 
purchased by our advertising de- 
partment. The actual order is issued 
by the purchasing department upon 
a request from the advertising de- 
partment. 

“It is our belief that the purchasing 
department is not concerned with 
nor does it have the facilities for de- 
termining the requirements of the 
many special types of service and 
material needs in advertising and 
that therefore it cannot properly buy 
those things.” 

M. W. Tapley, Ph.D., assistant to 
the executive vice-president, E. R. 
Squibb & Sons, New York: “All of 
our advertising purchases are han- 
dled by our purchasing agents. How- 
ever, they work very closely with 
the advertising department and only 
act after approval of the purchase 
has been made by a designated rep- 
resentative of that department. 

“In our particular instance I do not 
believe that this arrangement can be 
improved upon by segregating these 
purchases with the advertising de- 
partment and short circuiting the 
purchasing’ department entirely.” 


Special Experience Needed 


Arch Davis, advertising manager, 
International Business Machines Cor- 


poration, New York: “In our own 
organization everything in the way 
of advertising and practically all lit- 
erature connected with sales work 
is purchased through the advertising 
department. This includes printing, 
engraving, artwork, etc. 

“My own views on this are that an 
advertising department setup should, 
except in certain instances, include 
a man experienced in the purchase 
of printing, artwork, engraving, etc., 
so that all phases of a job can be 
kept under constant control. 

“There are instances where pur- 
chasing agents have had consider- 
able training in the buying of print- 
ing and engraving and in such in- 
stances—and particularly where the 
purchasing agent’s office and the 
advertising department are near to 
each other—the buying can well be 
done by the purchasing agent. 

“Generally speaking, however, this 
is highly specialized work and re- 
quires specialized training; the buy- 


ing should be done by the man who | 


is best qualified to do it, whether 
the purchasing agent, advertising 
manager, or some one operating un- 
der the direction of the latter.” 


Rely On Purchasing Agent 


George L. De Sola, advertising 
manager, A. P. W. Paper Company, 
Albany, N. Y.: “Our advertising de- 
partment buys all the printing, en- 
graving, art work, etc., used in con- 
nection with the printing of direct 


mail pieces and dealer help mate- 
rial. 
“However, in cases where we re- 


quire material such as, for example, 
printed glassine envelopes which 
must be printed at the mill to se- 
cure best reproduction and most 
economical printing, we instruct our 
purchasing department to get prices 
and then issue requisitions upon re- 
ceipt of quotations.” 


John Chaffe, advertising manager, 
O-Cedar Corporation, Chicago: “The 
procedure for buying advertising 
displays and printed matter adopted 
by this company is as follows: All 
advertising matter is created in this 
department, process of production 
controlled, and such influence—as we 
believe necessary—is used to make 
the proper placements. Because of 
a very efficient setup in our purchas- 
ing department, the actual mechan- 
ics of buying are done there and the 
arrangement has worked out to gen- 
eral satisfaction.” 


Makes Little Difference 


E. R. Burnham, Procter & Gamble 
Company, Cincinnati: “Our buying 
department takes care of the pur- 
chase of printing. Our advertising 
department takes care of engraving, 
art work. 

“The advertising department for- 
merly handled these matters, and 
we can't see that it makes any dif- 


'ference which department does the 
| work as long as trained individuals | 


do it.” 


W. W. Tomlinson, advertising man- 
ager, Scott Paper Company, Chester, 
Pa.: “In buying most of the things 
required by the advertising depart- 
ment we work through our purchas- 
ing department. This applies to the 
purchase of most printing, display 


| material, engravings and supplies. 


“We have found our purchasing 
department can work hand in glove 
with us, and of course seeks our ap- 
proval in matters in which our judg- 
ment is necessary. We can see no 
reason why most advertising depart- 
ments cannot utilize the services of 
purchasing departments to good ad- 
vantage. In our case, this arrange- 
ment has relieved us of many routine 
purchasing concerns and has enabled 
us to give better attention to the 
problems of advertising themselves.” 


Buys Own Requirements 


Walter Emery, director of adver- 
tising, United States Rubber Com- 
pany, New York: “Our purchasing 
department handles art work, en- 
graving and printing for all depart- 
ments of the company except adver- 
tising. This includes printed forms 
and letterheads, cartons, containers, 
ete. 

“For a great many years, the ad- 
vertising department of this com- 
pany has acted as its own purchas- 
ing agent for practically all material. 
This includes all types of art, plates, 


printing and lithography for space 
advertising, catalogs, displays, signs, 
dealers’ helps, booklets and folders. 

“I believe the present arrangement 
is satisfactory, as no steps have ever 
been taken to require this depart- 
ment to place requests with the pur- 
chasing department instead of order- 
ing direct.” 


C. S. Samuelson, advertising man- 
ager, grocery products division, Gen- 
eral Mills, Inc., Minneapolis: “The 
advertising department of our or- 
ganization specifies what is desired 
in the nature of printed material, 
and our purchasing department se- 
cures bids and actually buys the 
material. However, the production 
section of the advertising department 
is responsible for reviewing proofs 
of printed jobs before they are re- 
leased for the final run. 


“Though there is a distinct divi- 
|sion of responsibility in our two 
operating departments, nevertheless 
| the two departments work very 
| closely in securing bids on jobs and 
| in following through to see that the 
material which is produced is of a 
| quality acceptable to all concerned.” 


A Working Arrangement 


A. J. Housman, advertising and 
sales promotion division, National 
Carbon Company, New York: “With 
regard to the question of buying 
printing, we have a working arrange- 
ment with our purchasing depart- 
ment whereby we establish complete 
specifications; they to secure bids 
from printers whom we specify. Un- 
der this arrangement we receive a 
resume of bids and in all cases the 
lower bid is accepted. This makes 
the advertising department fully re- 
sponsible for quality and_ service 
which absolutely eliminates any fric- 
tion between the two departments 
that might result from unsatisfactory 
performance on the part of the 
printer. 

“All preparation material, includ- 
ing artwork, engraving, electrotypes, 
mats, stereotypes, photography, etc., 
are bought entirely and directly by 
the advertising department. An un- 
derstanding of the sources of supply 
for this material, plus the require- 
ments of the job, makes this practice 
necessary and we believe it assures 
satisfactory results without friction 
of any kind. 
| “In connection with our purchase 
_of printing, I might mention that we 
| divide our work into three classes 
| which you might term class A, B, 
| and C. We also group our printers 
) in three classes and by placing our 
| work accordingly, we effect sensible 
and proper competition and place 
| our work where it will be done ac- 
|cording to the requirements of the 
job.” 


Issues Formai Orders 
| 


J. W. Jay, advertising manager, 
| Henry Disston & Sons, Inc., Phila- 
| delphia: 


although the formal orders covering 
the purchases are confirmed by re- 
quisitions issued by the purchasing 
department. 

“Should any work such as labels, 
cartons, displays be needed, the ad- 
vertising department creates and 
buys the first orders. Should re- 
orders of same be needed as is the 
case with labels, future orders—re- 


purchasing department. 
rangement seems to work out very 
satisfactorily with us.” ‘ 

Allan Brown, advertising manager, 
Bakelite Corporation, Bound Brook, 
N. J.: “Our advertising department 
purchases all the direct mail, in fact, 
printing matter of all kinds, with the 
exception of letterheads and office 
forms. We have found this to be the 
most satisfactory method as it gives 
us an opportunity to keep in touch 
with the printers and check up on 
every detail of the job as it goes 
through the shop.” 


Done More Quickly 


E. J. Malvey, advertising depart- 
ment, Chase Brass & Copper Com- 
pany, Waterbury, Conn.: “All pur- 
chases of printing and engraving are 
handled by this department. Art 
work, and in general all the prepara- 
tion for getting out advertising liter- 


a, 
ature, is handled by the advertising 
department. 

“We do not feel that the purchag, 
of art work, retouching, photography 
and the other services that go int, 
advertising can be bought as wel, or 
handled as quickly, as they can be 
in the advertising department Where 
we have a thorough knowledge ¢y 
this material.” 

E. H. Van Duzee, advertising gy. 
pervisor, Congoleum - Nairn, Inc, 
Kearny, N. J.: “Your query raigeg 
a very pertinent question, for | gp 
not believe there is any hard ang 
fast rule that can be followed. (jy. 
cumstances in each company shouylq 
govern the best method of handling 
this problem, although I believe nop. 
mally that the printing should be 
bought by the advertising depart. 
ment under a routine laid down py 
the purchasing department. 

“Having been a manager of , 
printing business myself, it is nat. 
ural that I prefer to deal directly 
with printers in working out speg¢i. 
fications for such printing orders as 
we place direct. Most of our large 
purchases go through our advertis. 
ing agency. 

“Our relations with our purchasing 
department are very close and cor. 
dial. Our department clearly recog. 
nizes the necessity for a routine 
which brings the purchasing depart. 
ment into the transaction at the 
earliest possible moment and the 
purchasing department recognizes 
the fact that very many times print. 
ing specifications change as the job 
progresses. Printers themselves often 
offer improvements and suggestions 


No Question of Authority 


“Our practice, therefore, is to work 
up plans and contact printers di. 
rectly and then to issue a requisition 
to the purchasing department which 
informs them of just what we have 
done and gives them the opportunity 
to query us on any point they may 
care to, as well as to permit the 
formal order to be issued by them 


ment. 

“The question of ‘authority’ for 
purchases has not arisen and I see 
no reason why it ever should. We 
want to assist the purchasing de 
partment in the handling of orders 
and they want to give us freedom t 
develop jobs in the best and easiest 
way. So far as I know both depart 
ments are entirely content with the 
existing arrangements.” 

S. Roland Hall, manager, educz 
tion and publicity, Charis Corpors 
tion, Allentown, Pa.: “So far, ou 


“Our advertising depart- | 
ment buys the advertising material, | 


prints—are always handled by the. 
This ar-| 


advertising department has followed 
ithe old fashioned practice of being 
the buyer of space, promotional 
| printing matter, illustrations, et 
|gravings, etc. The purchasing de 
| partment buys printed records, such 
|as forms, record books, etc. The aé 
| vertising department even buys 
stationery for general use. 

“T have high regard for the pu 
chasing agents that I have know) 
| well and I would have no objectiol 
to turning over to these gentlemel 
(or ladies!) any buying of advertis 
ing material that I think would be 
purchased by them to better adval 
tage. Yet, I feel that our present a 
rangement is probably the best fo 
our organization.” 


Teachers Magazines 


Name McClanahan 


State Teachers Magazines, 10° 
Chicago, a group of official organs © 
the education associations of 
states, has appointed A. B. McClana 
han, New York, as eastern represe™ 
tative. 

Mr. McClanahan will continue ‘ 
represent Nature Magazine. 
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ADVERTISING AGE 


_—— 


Earnings of 


Advertisers 
ART 


Kelvinator Cerporation reports for 
che quarter ended June 30, 1934, net 
profit of $1,248,839, equivalent to 
31.12 a share on nho-par common 


etock. This compares with $305,517 
. -ents a share in the preceding 


or « 


quarter and $1,414,564 or $1.25 a 
share in the June quarter of the 
prey year. 
, FF F 

Bohn Aluminum & Brass Corpora- 
tion reports for the six months ended 
June 30, 1934, net profit of $1,138,019, 
equivalent to $3.23 a share on capital 
stock. This compares with $609,904 


or $1.78 a share in the first half of 
193° . 

For the quarter ended June 30, 
1924, net profit was $488,066 after 
charges and taxes, equal to $1.38 a 
share, as compared with $649,953 or 
$1.84 a share in the preceding quar- 


ter and $509,302 or $1.45 a share in 
the June quarter of 1933. 
ae 


Eureka Vacuum Cleaner Company 
reports net income of $146,025 for 
the first half of 1934, equal to 60 
cents a share on the capital stock, 
compared with $24,726 or ten cents 
a share, in the first half of 1933. A 
charge of $270,635 was made to sur- 
plus representing excess of payments 
made in settlement of patent litiga- 
tion over reserves previously pro- 
vided 

vey 

Net profits of Colgate-Palmolive- 
Peet Company and subsidiaries for 
the six months ended June 30, 1934, 
are reported as $2,416,887, an _ in- 
crease of 215 per cent over the same 
period last year. This is equal, after 
preferred dividends, to 84 cents a 
share on common stock, and com- 
pares With net profit of $765,120, or 
a fraction of a cent on common 
shares, during the same period of 
1933. 

Net sales during the period are 
reported as $37,081,211, a gain of 
187 per cent over the first half of 
1933. 

v - © 

Westinghouse Electric & Mfg. 
Company reports net profit for the 
second quarter of 1934 of $1,744,427, 
compared with net loss of $1,776,152 
for the previous quarter, and net 
loss of $2,078,424 for the correspond- 
ing 1953 quarter. 

For the first six months of 1934 
the company reports net loss of 
$31,725, compared with net loss of 
$5,509,996 for the same period in 
1933. 

Orders received during the second 
1934 quarter were $33,655,022, com- 
pared with $20,237,588 for the pre- 
Vious quarter, and $17,557,964 for the 
second 1933 quarter. Sales billed in 
that quarter were $27,287,545, com- 
pared with $17,994,045 in the preced- 
ing quarter and $15,926,335 for the 
second 1933 quarter. 

v ” F 

Net earnings of Libbey-Owens- 
Ford Glass Company for the first half 
of 1934 were $2,532,319, an increase 
ot $375.236 over the corresponding 
veriod of 1933. Net profit during the 


second 1934 quarter was $1,161,321, 
" decrease of $372,658 from the 1933 
Ngure 

v v v 


Cons 


; jlidated net earnings of Pills- 
Yury Flour Mills, Inec., and subsid- 
‘aries tor the year ended May 31, 


ne 
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1934, are reported as $1,595,992 in 

the annual report just issued. Net 

current assets at the end of the fiscal 

year amounted to $10,945,208, with 

current liabilities listed at $2,442,593 
v vy 

Consolidated net income of Gen- 
eral Mills, Inc., and subsidiaries for 
the year ended May 31, 1934, are 
reported as $3,710,383, and net sales 
of flour, feed, cereals and other 
products during the year are re- 
ported as $118,092,058. 

v v v 

Net profit of Bon Ami Company 
for the first six months of 1934 was 
$544,620, almost identical with the 
$543,977 earned during the same pe- 
riod in the preceding year. 

v . 

Profit of McGraw-Hill Publishing 
Company and subsidiaries totalled 
$204,124 for the first half of 1934, 
compared with a loss of $108,758 a 
year ago. 

v - ; 

Yale & Towne Mfg. Company 
arned nine cents a share in the 
second 1934 quarter, compared with 
four cents in the preceding quarter 
and net loss of $82,324 a year ago. 

vvey 

Net earnings of Lehn & Fink, Inc., 
for the second quarter of 1934 are 
reported as equal to 24 cents a share, 
in comparison to 50 cents a share 
earned in the preceding quarter, and 
48 cents a share earned in the sec- 
ond quarter of 1933. 

vey 

Earnings of Abbott Laboratories 
totaled $2.59 a share during the first 
six months of 1934, in comparison 
with $1.63 a share during the first 
half of the preceding vear. 

a a 

Earnings of General Outdoor Ad- 
vertising Company for the second 
quarter of 1934 totalled $188,369, as 
against a net loss of $147,586 in the 
corresponding 1933 period. For the 
first half of 1934, the company’s net 
loss was $446,646, compared with 
net loss of $945,405 a year ago. 


Clayton Heads Media 


Robert E. Clayton, member of the 
media staff of Young & Rubicam, Inc., 
New York, has been appointed man- 
ager of the media department, ef- 
fective July 1. 


Marland Advanced 


H. E. Marland, who has been asso- 
ciated with Kelvinator Corporation 
for the past eight years, has been ap- 
pointed assistant domestic sales man- 
ager of Kelvinator Sales Corporation. 


Join Ziff Organization 

George M. Mason, formerly space 
buyer at Philip Ritter Company, and 
Milton Safier, formerly in business 
for himself, have joined the New York 
staff of W. B. Ziff Company. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


ADVERTISING SERVICE 

A well known advertising agency 
copy and plan man has time available 
to help you put real selling into your 
fall advertising. Box 486, ADVERTIS- 
ING AGE, Chicago. 


POSITION WANTED 


A man who has served successfully 
for several years as manager of a 
division in our industrial advertising 
department is now seeking a better 
position. He is well fitted to handle 
sales promotion, advertising and 
allied activities. 

He possesses a thorough knowledge 
of the elements of trade and techni- 
cal advertising, including catalogs 
and direct mail. In addition, he has 
special knowledge and experience in 
contacting rural markets and _ the 
amateur radio field. Age 38. 

For additional information, or to 
arrange for an interview, write or 
wire General Advertising Manager, 
Westinghouse Electric & Mfg. Com- 


pany, East Pittsburgh, Pa. 


Shop Talk 


The circulation department of AbvVERTISING AGE is exceptionally 
proud of the new A.B.C. statement, dated June 30, which has been 
forwarded to the bureau. Not only will this report show another 
handsome gain in net paid circulation, amounting to more than 10 
per cent as compared with the preceding six-month period, but the re 
newal percentage is also up, having passed the 70 per cent mark. 

The editors claim the chief credit for this, pointing out that circu- 
lation efforts are much less important in determining renewals than 
what's in the paper. Anyway, ApverTISING AGE is evidently a wanted 
publication. ee 


Liberty had a big news story to Lroadeast recently, as the San 
rancisco general strike, with the evidence of communists at work, 
came dramatically soon after the publication of an article in Liberty, 
written by Matthew Woll, vice-president of the American Iederation 
of Labor, on this very theme. Demands for republication privileges 
came from many sources, and the sensational character of the material 
in Liberty, tied up with current news developments, created an ideal 
opportunity for effective presentation of Liberty's story to advertisers. 

“Your page size was a life-saver,” said Nelson R. Perry, dynamic 
advertising manager of Liberty, who rushed a double-page spread car- 
rying a powerful portrayal of this big news story to ADVERTISING AGE 
for publication in our July 28 issue. The same spread, used as a mail- 
ing-piece, also carried a lot of punch. 


PAPA 

The monthly tabulations which are appearing in ADVERTISING 
AGE, showing the activity of various groups of mediums in advertising 
promotion, represent the first effort which has been made along this 
line. They are proving of much interest, judging from the comments 
reaching this office. 

Newspapers and magazines, which absorb the largest portions of 
the advertiser’s dollar, are naturally at the top in percentage of pro- 
motional activity in the advertising publications. But it is interesting 
to note that the newspapers have taken first place in total promotion 
away from the magazines, which held that distinction earlier in the 
year. Substantial gains in newspaper lineage are reflected in a more 
determined effort to get the attention of national advertising executives. 

In recording lineage figures for the six advertising publications 
measured, it may be worth while to point out modestly that ApvERTIS- 
ING AGE in June passed the 100,000-line mark for the first time. This 
is the equivalent of 100 of our 1000-line pages, or an average of 20 
pages of advertising for each of the five June issues. 


PAA 


One of the advertising fields which is getting a lot of advertisers’ 
attention at present is that represented by the farm papers. No other 
group of publications has had the remarkably high rate of increase re- 
corded in the agricultural field. Of course, these journals had more 
than normal declines, but they are coming back at a rate which has at- 
tracted attention from everybody interested in markets and mediums. 

The Southern Agriculturist, one of the outstanding farm papers 
of the country, whose publisher, B. Kirk Rankin, of Nashville, is known 
to agricultural advertisers everywhere, started telling the story of the 
farm market’s come-back in the advertising columns of ADVERTISING 
AGE July 28. Its messages will be well worth reading, judging from 
the interesting material presented in the initial advertisement. 

PAA 


ADVERTISING AGE believes that the trend of advertising as re- 
lected in figures on volume in the various fields is of great interest to 
advertising executives, and therefore publishes figures covering most 
of the major classifications — newspapers, magazines, farm papers, 
business papers and radio. We provide a more complete presentation 
of this type of information than any other advertising journal. 

The significance of advertising volume as an index to general busi- 
ness activity is now generally recognized, and that is why the Asso- 
ciated Press carries releases from ADVERTISING AGE on this subject 
regularly each month to its member newspapers. 


AAA 


One important point which both readers and advertisers in ADVER 
TISING AGE are beginning to appreciate is that the primary function of 
the National Newspaper of Advertising is to report the news of the 
field—comprehensively, rapidly and impartially. 

We have opinions about advertising matters, and they are ex- 
pressed as clearly as we know how on the editorial page each week. 
But in the news columns we have no opinions. The facts are permitted 
to speak for themselves. 
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Death of J. B. Phillips 


J. B. Phillips, Jr., 23, managing 
editor of the Holdenville, Okla., Daily 
News, died in Holdenville July 29. 


Hart to Hawaii 
Fred J. Hart, formerly manager of 
KGW, San Jose, Cal., has left for 
Honolulu to manage KGMB. 


Thanks, 


Blackett-Sample- 
Hummert 


We'll keep right on 
meriting your 
work 


PHOTOSTATS 


KAPID COPY SERVICE 


New York grey 3-3680 
For All Branches 
Cleveland: Main 9335 
Chicago State 6013-4 
State 5980-1 


CONVENTION 
EXHIBITS 
Hie S P OT 
WINDOW DISPLAYS 


1160 CHATHAM CT. 
DIVERSEY O120 
set € fA eS 


Crue, WSPAPER Ss IZE 


IRCULARS 


Cost but little more than usual envelope stuffers. 
Printed two colors, large runs or small. Big saving 
for Mail Order Medical Advertisers, for use as 
Dealer Helps, Broadsides. Write, wire for samples, 
prices. 


STAR-COURIER ns Kewanee, Ill. 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS STA. 4047 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


Getting Personal 


The widely-discussed BBDO Wedge, “2,000,000 Women Want 
Babies,” issued last winter, really was inspired, it seems. The author, 
Jean Rindlaub, agency copy star, became the mother last Thursday 
of John Wade Rindlaub, 8 pounds 9 ounces, red hair, blue eyes. The 
extra-qualified, domestic science expert will return to a warm welcome 
at the agency in the fall... 


Ken Dyke, Colgate-Palmolive-Peet a. m., for the first time in ten 
years, is not vacationing in Bermuda. He is substituting week-end 
fishing and fun around New York and enjoying his new offices in Jer- 
sey City the remainder of the time... 

Henry White, aviation sales manager of the Socony-Vacuum Oil 
Company, and W. L. Faust, the firm’s director of marine and aviation 
sales activities, are touring Europe in a new Beechcraft plane, mixing 
a little pleasure with a great deal of business... 

The chap who works with his hat on at E-W is Maxwell Pitkin, 
writer. It’s a habit formed in early newspaper days that seems to 
make the copy gears mesh quicker. . . 


Ted Bates, one of BBDO’s newer vice-presidents, was married Aug. 
4 in New York to Senorita Evelina Turull y Justiz, a Cuban beauty he 
met on a vacation in Havana two years ago... 


K. E. Cook, Standard Oil Company of N. J. advertising executive, 
is leaving this week for a vacation trip in his native Wisconsin. 
Howard Korman (Mc-E) has returned from a Maine vacation where 
he experienced the thrill of catching his first salmon... 


Frank Reynolds, AF-GL president, who had been firmly rooted in 
Manhattan for some time, has moved his lares et penates to a place at 
Larchmont on which he has taken a long lease... E. P. H. James, 
NBC sales promotion manager, is spending a month with his family 
in London, England. . 


Jack Goodman, Schwab & Beatty writer, collaborated on two un- 
usual articles (not his first) soon to appear in the Saturday Evening 
Post. One is, “Best Sellers of the Past Twenty Years,” and the other, 
“IT Wish I Had Said.” 

Ted Okie, sailing his father’s 45-foot schooner, Northern Light, 
made a good showing last week-end in the Bayside Yacht Club’s 
classic, the Bayside-Block Island race. His crew comprised Ralph 
Kozer, a fellow laborer in the Mathes literary vineyard; Bill Wilson, 
National Carbon advertising executive; Bill Okie, Jr., and Phil Roue, 
designer of the Blue Nose. Ted is a yacht designer of note himself, 
having designed the Northern Light and other fast craft. . . 


Darwin Teilhet’s mystery novel, “The Talking Sparrow Murders,” 
is paying out nicely. The Ayer copy chief at San Francisco has just 
sold the Scandinavian rights, and has offers to publish the book in 
other countries. . . 


On a recent visit to the RKO lot, Don Francisco, L&T Los Angeles 
head, collected a large gallery, composed chiefly of young actresses, 
who wanted to know in audible whispers, “Who is that actor?” Blush- 
ing furiously, Don hurriedly cut short the call and made his escape. 
The modest and popular young Californian will visit New York 
soon, by the way... 


Clarence Newell, the agency president, shooting a 98, defeated 
Courtland Smith, the agency partner, in a grudge match this week at 
the Glen Ridge Country Club. Twenty-five cents changed hands. . . 


Robert Martin Calfee, Canada Dry’s assistant sales manager, has 
won the heart of Elizabeth Chatfield, of Waterbury, Conn. Miss Chat- 
field is a graduate of St. Margaret’s School, Waterbury, and the Pine 
Manor Music School, Wellesley, Mass., and a member of the Junior 
League. Her fiance was graduated from Yale in 1930. 

Don Gilman, NBC’s Pacific coast chief, is being warmly thanked 
by fellow-members of the very exclusive Bohemian Grove Club for his 
assistance in staging the big entertainment of the year, “High Jinks, 
Low Jinks and the Cremation of Care.” The show was put on at the 
club’s summer headquarters in the redwoods 60 miles from San Fran- 
cisco, and was attended by nearly all the limited membership of 1,000 
and 50 guests, the maximum permitted. . 


Will Judy, editor of Dog World, has purchased 309 acres of farm- 
land and virgin woods 35 miles from Chicago, where he plans to 
establish a kennel consisting of a pair of each of the 225 known 
pure breeds of dogs from all countries. 


O. C. Harn, who is spending the month in the wilds of Maine, 
is one of the few vacationers hardy enough to admit that fishing bores 
him. But he swings an energetic golf club. Virginia Carroll 
Cree, of Salisbury, N. C., went all the way to England to become the 
bride of Julian Maxwell Snyder, London manager for Erwin, Wasey. 


Larry Davis, advertising manager of the Lewis Mfg. Company, 
Walpole, Mass., who has been taking second honors in golf battles 
with his son Bob, 16 years old, was consoled the other day when Bob 
qualified in the New England junior championship with a 79, even 
though he was eliminated in the first round. 


Virg Angerman, Popular Mechanics circulation chief, has been 
making his friends envious by sending back pictures of the fish they 
are catching at Camp Idlewild in Minnesota. But nobody knows how 
many of them were Virg’s. 


Helen Wing, radio director for Needham, Louis & Brorby, Inc., 
Chicago, is off for Europe on a combination business trip and vacation. 
She will spend several days in the London offices of S. C. Johnson 
& Sons, NL&B clients, and the rest of her time in Brittany. 


John J. Louis, of the same agency, is general chairman of the 
Evanston Community Chest fall campaign drive. His first lieutenant, 
in charge of publicity, is Arthur H. Ogle, v-p of Needham, Louis & 
Brorby. 

Ide Gruber, who recently became dramatic editor of the Golden 
Book, risks a pun now and then, such as: The fact that the vice- 
president of Maxon, Inc., endorsed Goebel’s beer was just a Coe-inci- 
dence. 

Frederick Kogos, of the advertising staff of the Fairchild Publi- 
cations was to be married in Boston Aug. 5 to Sarah E. Pollock. He 
is a Harvard man and has been with Fairchild for five years. Miss 
Pollock is a physical education expert. 

Howard Knight, president of the Livermore & Knight Company, 
Providence, R. I., and his son are looking over the situation in Europe. 

Fred E. Deal, Federal Electric executive, not only has his own 
private brand of cigars, but has his name stamped on their cellophane 
wrappers. 

Leonard Simons, Detroit agency man, is receiving congratulations 
on the safe arrival of a new daughter, Mary Louise. 


<i 


ROUND OUT THE DEW MANICURE LINE 


Two types of nail polish, regular and creme, and a cuticle oil an ve 
been added to the line of Dew toiletries made by Marion Lambert, 


Inc., St. Louis. 


Sun Advertising Agency, Toledo, is in charge of 


aaron 


First Hearings on 


Agency Code to Be 
Held on August 16 


(Continued from Page 1) 


suppliers or from any third party a 
profit, discount or commission, or 
anything of material value other 
than the agency commission allowed 
by owners or advertising media, un- 
less known to or understood by the 
advertiser. 

“2. To grant or give to an adver- 
tiser directly or indirectly any part 
or all of the commission allowed by 
owners of advertising media—com- 
monly called in the trade ‘rebating’ 
—or to operate in any way which 
violates or circumvents .the terms 
and conditions under which these 
commissions are received, as defined 
by owners of advertising media or 
their organized bodies. 

“3. To give away collateral ad- 
vertising material (such as_ art, 
typography, cuts, mats, plates, etc.) 
without charge to an advertiser or 
to bill it to him at less than the cost 
to the agency, except in reparation 
of error or spoilage committed by 
the agency. 


Fees Allowed For 


“4. To allow cash discounts not 
earned by prompt payment on cash 
discount dates. 

“Note: It shall not be construed 
as an unfair method of competition 
to credit an advertiser with agency 
commissions received from owners 
of media or their representatives, 
either against a fee paid by the ad- 
vertiser to the agency or against a 
fixed percentage on total cost of 
space and/or time and/or collateral 
advertising material charged by the 
agency, provided such compensation 
in either case is not less than the 
total of agency commissions received 
from owners of advertising media. 

“Note: Nothing in this code shall 
be construed as fixing the basic rate 
of agency commission, allowed by 
media owners, or as preventing any 
changes in it, or in the terms and 
conditions of it, which they may 
deem advisable to make. 

“5. To offer employment to a full 
time employe of another member of 
the trade without first notifying 
such member. 

“6. To make or cause or know- 
ingly permit to be made or published 
any false, materially inaccurate or 
deceptive statement by way of ad- 
vertisement or otherwise, concern- 
ing the services of any member of 
the trade, or otherwise having the 
tendency or capacity to mislead or 
deceive customers or _ prospective 
customers. 

“7. To give or permit to be given, 
or directly offer to give, anything of 
value for the purpose of influencing 
or rewarding the action of any em- 


ploye, agent or representative of 
another in relation to the business 
of the employer of such employe, the 
principal of such agent or the rep- 
resented party. 

“Commercial bribery provisions 
shall not be construed to prohibit 
free and general distribution of 
articles commonly used for advertis- 
ing except so far as such articles are 
actually used for commercial bribery 
as hereinabove defined. 

“8. To induce or attempt to in 
duce the breach of an existing oral 
or written contract between a com: 
petitor and his customer, or to inter: 
fere with or obstruct the perform: 
ance of any such contractual duties 
or services. 

“9. To defame competitors by 
falsely imputing to them dishonor 
able conduct, inability to perform 
contracts, questionable credit stand: 
ing, or by other false representations 
or by the false disparagement of the 
grade or quality of their service. 

“10. To use any subterfuge as 4 
means of evading any provision or 
provisions of this code or to frus- 
trate their spirit and intent.” 


Riegel Names Mathes 


Riegel Textile Corporation, which 
operates two model industrial com- 
munities at Ware Shoals, S. C. and 
Trion, Ga. has appointed J. M 
Mathes, Inc., New York. 


Appoints Metropolitan 


Metropolitan Advertising Company, 
New York, has been named to place 
advertising of Brand Distributors 
Inc., wine and liquor importer an 
distributor. 


Offers Moth Killer 


Merck & Co., Inc., Rahway, N. J 
is offering to the retail drug trade 4 
window display made in eight colo! 
featuring the uses of Di-Chloride as ¢ 
moth preventive. 


“ 9 
Journal” Moves 
The Providence, R. I., Journal ale 
Bulletin have moved to their ne 
three-story building, which occuPl 
an entire city block on Fountail *' 


Wald Agency Moves 


S. Wald Advertising Agency, a 
York, has moved to new offices at }° 
West 42d St. 
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ADVERTISING AGE 23 


P I O N E E R S 


N THE WORDS OF WEBSTER, “A Pioneer is one who goes before 

to prepare the way for another.” To him, life is a glorious adventure. He 

has, through experimentation, found something singular and different, and 
infinitely better than that which he had before. His imagination is fired with 
convictions of pre-destiny as he pushes onward, fully expecting to find in the 
subjugation of each obstacle a fulfillment of all his ideals. Men who create are 
“Pioneers.” Through application of experience and common-sense they evolve 
new theories and struggle to find an authentication of their thoughts. Those 
things which they prove to themselves they offer to the world. In recent years 
a handful of men have brought to advertising a new concept. The fundamentals 
of which are as sound as those upon which any science is founded. Application 
of certain geometric rules to the arrangement of an advertisement has greatly 
increased the efficiency of visual selling. Advertisements may scream their 


message, or imply it with the utmost subtlety, and yet please the eye. And people 
g Pi y yet p ) peop 
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M. side seeking color and beauty. Ugliness will momentarily fascinate people, but 
seldom do they stay near it. For want of a better name this new trend has been 
1 
en, called the “Modern” movement, a title which still frightens advertisers who 
we confuse it with the “Futuristic” ideas of several years ago. Advertising has 
and 
entered a new era of efficiency and power, of which beauty is an essential part, 
due altogether to those courageous men who possessed the foresight and confi- 
Se dence to become “Pioneers.” 
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: LAYOUT, COPY AND ART WORK BY DALE NICHOLS OF STEVENS, STULTS—FOR THE ART DIRECTORS’ FORUM 
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VIGOROUS RELIEFS ON THE NEBRASKA STATE CAPITOL INSPIRED THE WRITING AND 
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NEW KNEE-HIGH HOSIERY IS FEATURED IN WINDOW DISPLAYS 


HOTOGRAPHIC gamma 
REVIEW OF THE fie 
WEEK 


. 4 FOR SPORTS — 
HUMAN INTEREST IN TRUCK TIRE CAMPAIGN neeeHi6L) ie we Ag P Wore Precdom DE 
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“You got 
good tires, 


too, mister” 
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Three-piece window display set developed for Holeproof Hosiery Company's Knee-High line. Mitchell-Faust 
Advertising Company, Chicago, is the agency. (Story on Page 12.) 
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(At Left) MOTION HELPS TO EMPHASIZE MESSAGE their 

This unusual human interest photo- oe 
graph dominates the page adver- | Hie Iro 
tisement for Goodyear Tire & SEE mit alm 
Rubber Company which will ap- V «3 is year, 
pear in four colors in the Aug. 6 z. 7 
issue of "Time" and in black and ns 


white in the Aug. 18 issue of 


"Business Week."" The Electro- , igh 
graph Company, Detroit, is the Q , A. B tilize 
agency. yo GC) Bbace | 
: 4 pnd a 
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UNUSUAL BEER CARTON 
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: Bpecial 
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New six-bottle carton of Leisy | Maz DA ES .M P { vied 

ee Se Brewing Company, Cleveland, —E—E——yEEE>E>EyEyEeEee lewd 

A view of one of the exhibits j in the Chrysler Building at A eal which carries no outside identifica- A window display piece being released in September for Westing Bis reay 
of Progress which shows the evolution of the airflow design from the tion whatever, but which may be house lamps which visualizes the relationship between light and sight. Btinuanc, 
raindrop. General Displays & Exhibits, Chicago, designed and in- used for store displays in the man- The disc in the background revolves, flashing alternate messages JB % th 
stalled the Chrysler displays. ner shown. "Better Light'' and "Better Sight." Ponotor 

ver, al 

Ritentio, 

"COMIC STRIP" COPY ON "DOUBLE-PAGE" CAR CARDS HELPS ALKA-SELTZER PUT OVER SEVERAL MESSAGES % 

ea poets 7 == = ee mene = yt 
7. & UNCLE — { Nonsense, two || ‘The Browns never |. ir feel sd thine | Rulon vn I take bk 
yy t pick 1 can’t go! ‘Alka- -Seltzers | je it a day—| Alka-Seltzer about 3p.m, | Alka-Seltzer & 

Qlont ge is | My head is will stop doasad refreshments fixedme up! I’m all in! | every afternoon Meare 

¢ /m bursting! wa intuit at 1 a. m. ~= Ser 7 _ /\ it keeps me fit! B° " 

enough iw } ( ~— eee ee : Vag. Sana oe ely 

me, sit 

ee Pity. Br, 


a | S-F0¢ 


| Oe AU . : | \ . —, : | wae ( # 3 j ' Ly 
LISTEN TO ‘U NCLE EZRA’ | Alk Selt + 30860 | Sat.nights| ae 
Station W.L.S.- Week days 1:30 P.M. a- ZOY voter mse | 
One of the double-size car cards now being shown in Chicago through the facilities of Barron G. Collier, Inc., illustrating the difference in copy appeal between these cards i 
the reminder type used almost exclusively for many years. (Story on Page 12.) 
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In Two Parts—Part 2 


5 Cents a Copy, $1 a Year 


TAILED DATA 
IN TANK COPY — 
GETS RESULTS 


Response Shows Interest in 
Technical Points 


Chicago, Aug. 2.—Readers of in- 
dustrial advertising in the petrol- 
eum field have registered approval of 

D copy filled with technical data and 

. information pertaining to 
their problems, Milo E. Smith, ad- 

Bvertising manager, Chicago Bridge 
& Iron Works, who has been using 

q almost exclusively since early this 
ear, revealed today. 

The campaign is on oil 


Bspec ific 


storage 


Nanks and is running in National 
petroleum News, The Oil and Gas 
Bournal and The Refiner. The copy 


5n the second mentioned publication 

MMytilizes the extra space of the large 
age size with a standard heading 
nd a panel of illustrations down the 
Right side of the page showing five 
Bpecial types of tanks which are 
Rreated in the copy separately in the 
iain portion of the advertisement as 

Mie series progresses. 

Carrying the standard part of the 


ayout from month to month was 
ecided upon to never allow the 
Meader to forget that the company 


lakes a type of storage tank to 
eet every evaporation problem, 
hile the accompanying copy gives 
iim specific information regarding 
One of them. 


Copy Discusses Probiem 


\ typical advertisement in the 
Beries dealt with pressure storage 
Mnits, and in eight-point body type, 


fogether with a diagram and a graph, 
Hetailed how a Hortonsphere or 
Pther pressure unit can be filled and 
Puptied continuously without any 
Billing and emptying loss, proving the 
Fconomics of the equipment. Those 
Who desire a more extensive devel- 
mPpment of the subject are requested 
communicate with the nearest of- 
Bice. 
» The type of requests received for 
further information has indicated the 
hloroughness with which the copy 
is read and has encouraged its con- 
tinuance, 
So that the idea would not become 
Monotonous or commonplace, how- 
ever, and thereby detract from its 
Btention value, Mr. Smith injected a 
itrasting piece of copy which fea- 
'eS a roadside scene showing a 
fe painted outdoor board display- 
‘the pictures of the five types of 
‘KS and the standard heading pre- 
isly found at the top of the page 
by. Only a small amount of copy 
‘peared underneath the illustration. 
| The illustration was made by com- 
, hotograph of an exhibit 
the roadside scene. 
type of copy 
ol details will be 


hay and 
with 
resumed 


previous 


pany also makes tanks 
“UM pal and industrial plants 
Momotes them through its 
iblication “The 
space in The American 
Ss’ Journal, Engineering 
', Gas Age Record, Manu- 
; ecord, Modern Brewery, 
‘" Works Engineering, and 
struction News. 
* COT in The American City 
en nfined to promoting the 
“one tanks, featuring units of 
allons or more 


Water | 


capacity. | 


GIVING READERS A VACATION FROM DETAILS 
| A TYPE OF STORAGE TANK 


—to meet every evaporation problem we 


Pressure Storage Units Also 
Stop Most of the Filling Losses 


_ CHICAGO BRIDGE & IRON WORKS 


e 
«kh 


CHICAGO BRIDGE & IRON WORKS 


ane 


Although the copy packed full of details was bringing definite inquiries, 
the Chicago Bridge & Iron Works decided to relieve the intensity of its 
effort by the page on the right which is a composite picture of an exhibit 
display board and a roadside scene to resemble outdoor advertising, 
focusing attention on the five types of storage tanks the company features. 


Program Is Drafted, 
Big Push Is On for 
 N.LA.A. Conference 


Schenectady, N. Y., Aug. 2.—Ad- 
vance information released by Greg-|bers on advertising results. The 
ory H. Starbuck, program chairman |Conference will close in the after- 
of the 12th Annual Conference of the | noon with a review of N. I. A. A. ae- 
National Industrial Advertisers’ As- tivities and a business meeting. 
sociation to be held at the Hotel Details of the entertainment 


data gathered from N. I. A. A. mem 


pro- 


Netherland-Plaza in Cincinnati Sep-| gram are rapidly being whipped into 

tember 20-22, indicates that every shape, and will be announced soon. 

executive interested in industrial ad-| Advance reservations received are 

vertising or selling will find some-| definite indication that the attend- 

thing to hold his attention. ance of the meeting will be large 
According to present plans, the ie. , 

first day of the Bapresrinn will be con-| Cincinnati, O., Aug. 1.—At a spe- 


. : . . “is yo) j F , é ¢ ve e 
cerned principally with the national | ‘ ial — ting ol the Recaee~ ment 
economic angles of business 4 committee of the Cincinnati Confer 
speaker from the nation’s capital will | ©@ce of ie ote 8 eo Ad- 
discuss the NRA influence on capital | ¥' a ~ aeaehian ’ - h ~ siti 
goods industry. He will be followed | '@'day, iam ©. scree, genera 
by leading industrialists, who will |chairman, declared the he never has 

A « bs rs Sts, | Slaaras coe ‘ 
analyze industrial advancement un- heard so much enthusiastic pre con 
der the NRA vention talk as he has recently in 

oi ft : — contacting industrial advertising men 
n the afternoon a market analys 


yes: 


il lal acd t t | in behalf of the 12th annual conter- 
, rese ‘ ‘ ‘ate treatmen as na ine 
bat Rares - i o wiggle oe for | °mce to be held here Sept. 20-22. 
» situatio e market for 5 , 
Of The SHERSION OB She me All committees are extending 


capital goods. it is hoped too, to 
have a paper on what the Bureau of | 
Foreign and Domestic Commerce of- 
fers American industry presented by | 
a member of the bureau. 


(Continued on Page 12) 


BUSY MAN 


Hold Open Discussion 


Winding up the first day’s session 
will be a free-for-all discussion on 
profits from market analysis, led by 
R. G. E. Ullman, chairman of the 
Capital Goods Committee of the N. | 
oe ae. 

On the second day of the gather- 
ing, both morning and afternoon ses- 
sions, will be an event which will 
vrobakly top in interest for many of | 
the delegates all ether features of the 
convention. This will be a consid- 
eration of all of the various forms 
of advertising and sales promotion 
inaterial which mey be applied to 
the selling of capital goods. Various 
j\forms of presentation of these sub- 
| jects will be used. Capable speakers, | 
| moving pictures, playlets and _ all} 
|down the line 
The morning of the 


third day will 


|be opened with a _ presentation of | 
three campaigns to be selected by - 7 
popular vote. The winners are to William E. McFee, general chair- 


man of the N. |. A. A. Cincinnati | 
Conference. 


Concluding the morn- 
will be a discussion of 


receive prizes 


ing session 


Industrial 


New York, Aug. 2.—With the re- 
port that exports from the United 
States for the month of June made a 
sharp advance over May and the 
same months last vear, attention has 
been directed to the status of for- 
eign business within the industrial 
equipment industry and finds it is 
experiencing a similar increase. 

Reports to this effect are coming 
from various parts of the country 
and cover a wide range of products. 
Most credit for the increase is given 
to the stabilization of the money sit- 
uation, rather than to any special 
effort having been made to develop 
this type of business during the last 
few years. Many declare that they 
feel the improvement will be a per- 
manent one with the way now clear 
for some special effort to be made 
for foreign trade. 

The Buchen Company, Chicago, 
handling the advertising of many 
manufacturers of machinery, motors, 
farm implements, motor trucks, re- 
pairs and replacements for existing 
machinery, reports that its clients 
have enjoyed an attractive volume 
of export business since the change 
in the value of the dollar. 


Demand for Belting 


The International B. F. 
Corporation, Akron, O 
resented in practically every market 
abroad, has experienced a decided 
improvement in foreign sales for the 
last six months. The largest im- 
provement has been in belting and 
hose and in miscellaneous products 
for the mining trade generally. In 
certain markets where industrial ac- 
|tivity has increased it has been do- 
ing a better volume of business in 
all kinds and types of rubber goods. 

Export orders for tool holders, 
wrenches and other small tools man- 


Goodrich 
, Which is rep- 


ufactured by the Armstrong Bros. 
Tool Company, Chicago, have been 


arriving more frequently since this 
country went off the gold standard. 

Clients of the Export Advertising 
Agency, Chicago, which include some 
manufacturers of industrial products, 
are noticing a re-awakening of ex- 
port business. Increased purchasing 
power and the almost universal Ger- 
man boycott are given as two impor- 
tant factors contributing to the re- 
vival. Clients who continued their 
advertising in the foreign markets 
during the stagnation period were 
the first to feel the return to better 
foreign business, the agency reports. 


Many Order Plumbing 


The Grinnell Company, Providence, 
R. I., has maintained its effort to 
get export business and has been 
repaid with a noticeable increase in 
orders for materials for heating, 
plumbing and miscellaneous piping 
installations during the first half of 
the year, but reports that there is a 
little lull at the present time. 

The Sullivan Machinery Company, 
Chicago, an active contender for ex- 
port business for the last 25 years, 
has been encouraged by a material 
increase in business from its 
branches and agencies scattered all 
over the world in the principal min- 
ing and industrial centers. The busi- 


ness is coming from mines of 
;precious and semi-precious metals, 
particularly in such countries as 


| Australia, South Africa and Mexico. 


Export Business for 


Products 


Shows Sharp Increase 


An expected demand for the baser 


metals and for coal for industrial 
purposes is looked to for a similar 


increase 
pean countries. 
The Belting & 
Association, Inc., 
is the export 


in business from the Euro- 


Leather Products 
New York, which 
sales department for 
a number of manufacturers of such 
products, has experienced a much 
better business for the first six 
months of this year as against the 
same period of 1933. Considerable 
business has come from the Latin- 
American countries for equipment 
for new plants being built. 


Prefer American Products 


There appears to be a preference 
for American products in these south- 
ern countries and Columbia, partiec- 
ularly, seems to be developing her 
industries at a fast pace. 

The association has also had a 
gratifying improvement in business 
with England and South Africa and 

less stable increase in China and 
India, where it maintains its own 
branch offices. 


In discussing the general export 
problem, G. R. Kinread, secretary, 
made these interesting points: 


Describes Efforts 


“We are continuing our efforts to 
secure foreign business and are do- 
ing considerably more than for the 
last few years. On our products we 
seem to secure the best results from 
direct mail work and we have not 
relaxed on this except with certain 
few countries when it appeared im- 
possible to handle any business if 
received due to exchange restric- 
tions. 

“In addition to this we include ad- 
vertising in some industrial papers 
which we feel back up our mailing 
material. We are actually doing 
more direct mail work and industrial 
paper advertising this year, feeling 
that the corner has been turned and 
that we will see a steady improve- 
ment in most countries.” 

The Cherry-Burrell Corporation, 
Chicago, manufacturers. of equip- 
ment for handling milk and its 
products, has been enjoying an in- 
crease in foreign business since ex- 
change rates have been more favor- 
able. Most of it is now coming from 
England, Greece and South Africa. 


Increase in Abrasives 


All classes of abrasive materials 
including wheels, sharpening stones, 
grains, powders, paper and cloth 
manufactured by The Carborundum 
Company, Niagara Falls, N. Y., are 
in increased demand from countries 
all over the. world. The company 
has been active in the export field 
for over 40 years and has agencies 
established in practically all 
mercial centers on the globe. 

South Africa and Brazil are new 
bright spots on the globe for the 
International Filter Company, Chi- 
cago, which recently has received 
sizable orders for municipal water 
purification equipment from those 
countries. 

The A. Leschen & Sons Rope Com- 
pany, St. Louis, manufacturers of 
wire rope and aerial wire rope tram- 
ways, reports orders from abroad 


com- 


during the past several months have 
steady 


shown a good improvement. 
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IF EFFORT IS = 
MODEST, THEN 
BE INDIVIDUAL 


Precept Ilustrated by Hy- 
grade Sylvania 


Salem, Mass., Aug. 2.—Advertising 
a product that is identical in appear- 
ance and quality with that of major 
competitors, who are not only very 
able concerns but also excellent ad 
vertisers with much larger appro- 
priations, calls for one thing—indi- 
viduality, Roger A. Poor, lamp ad- 
vertising manager, Hygrade Sylvania 
Corporation, believes. 

So in promoting Hygrade lamp 
bulbs he has tried to make the ad- 
vertising as different as possible 
from that of competitors and through 
it to give a true impression of the 
company. All of the publicity is 
designed to convey an atmosphere 
of quality by good illustrations, good 
paper and modest statements. 

In advertising to the industrial | 


CLASS & INDUSTRIAL MARKETING SECTION 


portion of the company’s lamp busi-| and factories, not so much with the 
ness, it is necessary to reach a num-|idea that they do the actual buying 
ber of different men, all of whom/of a supply item like lamps, but 
have some influence either in pur-| that their good will and acceptance | 


chasing or in condemning. 
tion to the purchasing agent are the 
president, the treasurer and other 
officials, the superintendent, fore- 


£ | . . 
men, maintenance engineer, master|at the industrial prospect, nine or | 
mechanic, electrician and even the|ten times a year a sheet, which is | 
Then, because the lamps|called “The Hygrade Bulletin,” is 


workmen, 


In addi-| of the product is valuable. 


Issues a Bulletin 


Finally, aiming still more directly 


are sold through jobbers, these job- | mailed to the industrial customers 


bers and their salesmen must be 


included. 


Covers Broad Field 


This is a pretty broad field to be 
covered by a small appropriation. In 
fact, there is no attempt to cover it 
thoroughly, but, instead, there is a 
concentration on a fair number of 
the men in the more important con- 
cerns throughout the country, Mr. 


Foor explained in outlining the ef- | 


fort for lamp bulbs. 

The industrial paper campaign is 
modest. There is no trying for domi- 
nance or immediate sales, but rather, 
by persistence, an endeavor to build 
up an acceptance of the name and 
an appreciation that it stands for 
an incandescent lamp of quality. 

Such copy is appearing regularly 
in Factory Management and Mainte- 
nance and Mill and Factory. In these 
papers the advertisements are aimed 


and prospects on the mailing list. 
No name is put on that list unless 


it is one of a present customer or of | 


a concern on whom jobbers’ sales- 
men are calling. 

The Bulletin is a testimonial sheet. 
Each one features a concern using 
Hygrade lamps. Or it may contain 
illustrations of streets and 


‘market, which constitutes a large | directly at the operating men in mills | 


promi- | 


nent buildings in some well known | 
city, all of which are burning Hy 


grade lamps. 
The concern is featured with good 
pictures and a minimum of text, 


while lamps are distinctly subordi- 


nated. 


Qualify Those Featured 


There is no hurry about issuing 
Bulletins about new customers. In 
fact, it is a standard practice not to 
offer the Bulletin to any concern 
which has not used Hygrade lamps 
for at least a year and has demon- 


Power Load Up 27% 


In 8 


of 


Automobiles, 
including parts 
and accessories 


Chemicals and 
allied products 


Lumber and 
. 
products ... 14.2% 
Electrical 
apparatus... 


Metal-working 
plants ..... 


Rolling mills and 
steel plants . . 


Pulp and paper 
MOS 5 se es 


WB 13.1% 


Rubber and 
products... 


Percentage of Increase in 
Industrial Consumption 


Electrical Energy 
(May 1934 over May 1933) 


es 33.1% 


21. 


28.1% 
Be 35.9% 
a 33.2% 


industries. 


6% 


power services. 


Industries 


—_ are turning faster and faster in 
automobile plants, rolling mills, rubber fac- 
tories and many other important power-using 


For example, the power consumption in the 
automobile industry for May, 1934, was 53% 
greater than for May, 1933. The increased 
power loads of various industries, averaging 
27%, are illustrated in the accompanying chart. 


This substantial upward swing in industrial 
power consumption means a greater demand 
for equipment used in generating and utiliz- 
ing steam, electricity, hot water, compressed 
air, refrigeration, conditioned air and other 


It means that the power plant market now 
offers enlarged sales opportunities to manu- 
facturers of boilers, engines, piping, pumps. 
motors, compressors, packing, lubricants, and 
other equipment and supplies. 


Your share of the orders placed for power 
plant equipment will be increased by ce 
ently advertising your products to the 19,031 
power plant superintendents, chief engineers, 
consulting engineers and other power plant 
men who regularly read and rely on POWER 


PLANT ENGINEERING. 


A brief analysis of the power plant market, the mn and 
distribution of POWER PLANT ENGINEER. | P™yceten in the same issue 
ING’S subseribers by industries and executive 
ratings, and other useful information will be N®tonal Industrial Advertisers’ As- 


presented on request. 
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ORTLAND CEMENT ASSOCIATION 


mm *7o 32 Weert Gren@ Avenue ( Bicage, Uiimets 


strated its satisfaction by renewing 
its yearly contract. 

These Bulletins have been very ef- 
fective, according to Mr. Poor, and 
they have a number of uses. Com- 
plete sets are given jobbers’ sales- 
men. They are included in the sales 
portfolio, and where any competitor 
might have one prominent customer, 
the evidence of a series of large con- 
cerns is relied upon to impress and 
convince the prospect. 

Mr. Poor believes that large space 
is of no more importance than at- 
tractive layout, good _ illustrations, 
brief, meaty copy and persistent ad- 
vertising, and in direct mail, good 
paper and good printing. 


Asks Care in 


_ Use of Letters 
| To the Editor 


Chicago, Aug. 2.—The Committee 
on Media Relations of the National 
Industrial Advertisers’ Association 
last month issued a bulletin to pub- 
lishers of business papers and mem- 
bers of the association suggesting 
that more diligence be exercised in 
“letters to the editor,” to avoid un- 
intended damage to the reputation of 
methods and products of reputable 
manufacturers. 
| The bulletin said: 
| “The NIAA Committee on Media 
Relations believes sincerely in ‘free- 
dom of the press. However, from 
complaints filed with this Committee, 
it is obvious that the careless pub- 
lication of ‘letters to the editor’ does, 
at times, result in unfortunate and 
possibly unintended damage to the 
;}reputation of methods and products 
of reputable manufacturers. 

“The Committee, therefore, recom- 
mends that publishers who give 
voice to their ‘letters to the editor’ 
devote stricter attention to the con- 
tents of such letters and (1) where 
a product is mentioned by name or 
|inference, submit a copy of the let- 
| ter to the manufacturer of that prod- 
‘uct before publication in order that 
| the manufacturer of that product 


Onsist-| may advise as to publication of the 


letter and answer the letter for pub- 
lication in the same issue, (2) where 
processes or methods are mentioned 
in a non-constructive manner, the 
letters be submitted before publi- 
cation to the leading exponents of 
the processes or methods in order 
that they may advise as to  publi- 
cation and answer the letter for 


“The Committee recommends fur- 
ther that the membership of the 


| sociation be requested to report to 
|its Committee on Media Relations 
}the full details of every case where 

‘letters to the editor’ are being used 
(maliciously or unwittingly in any 
| way having the appearance of unfair 
|competition. With enough such ma- 
| terial, it can take prompt and reme- 
i dial action.” 


Joins Byllesby 

Kenneth Williams has been = ap- 
pointed manager of sales for the de- 
|} partment of engineering and = con- 
struction of Byllesby Engineering & 
Management Corporation, Chiengo. 
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GOING FORWARD WITH CEMENT 


A contrast in public relations and promotional copy. 


CEMENT GROUP 
IN NEW EFFORT 
FOR GOOD Wil! 


Chicago, Aug. 2.—Because of mj 
conceptions and misapprehensions jy 
relation to the cement industry, the 
Cement Institute has undertakey , 
public relations effort calculated ; 
clear up misunderstandings. 

Page advertisements are appearin 
in business papers and _ industri 
publications in the construction fie! 
and some magazines of general ¢j 
culation. 

The Cement Institute is the org 


nization sponsoring the code of t 
cement industry and is separate a 
distinct from the Portland 
Association which is a purely p» 
motional and research organizatio} 

The new campaign is pei 
directed by the Stack-Goble Adv 
tising Agency. 


(C‘eme 


Recites Progress Mado 

The first piece of copy in the n 
series carried the caption “P) 
longing Our Lives” and _ reminé 
the reader of the important ) 
cement has played in promoting t 
general well-being of people fr 
the standpoint of sanitation a 
commercial progress. 

Another piece of copy touched 
the price situation and explait 
that with any standard commodil 
whether wheat, sugar or a standa! 
grade of gasoline, the lowest prit 


that any seller offers becomes th 
“going” price, a uniform rock-bottdl 
price below which no one café 
to go. 

The copy closed with this par 
graph: 


“Since all prices tend to equal t# 
lowest price that any seller offer 
a buyer can buy from any mill 
likes. At the same time he also bul’ 
at the lowest price prevailing in tht 
market. In short, the going price* 
equal to the lowest price that # 
seller offers.” 

All the advertisements carry lit 
across the bottom: “Going Forwa! 
With Cement.” 


Russell Manufacturing 


Advances Tv! 


C. E. Harwood has been made s** 
manager of the automotive ©" 
ment division of the Russell Mé 
facturing Company, Middlet 
Conn., manufacturer of brake !!! 
and other automotive products 

H. J. Moore has been appointec 
a similar position in the indus 
belting and non-elastic webbing © 
sions of the company. Mr. Hal 
has been with the company | 
years, 


Dale with Allstee! 


James J. Dale has_ been ele - 
vice-president in charge o 
for the Allsteel Press Com 


Chicago. He formerly held 4 ° 


position with Henry &_ ". 
Manufacturing Company. ! te 
Conn., in the Chicago and 


territories 
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PiEVELAND HAS 
pPOAD PROGRAM 
LAID FOR FALL 


industrial Marketers to Con- 
duct Seminar 


Cleveland, O., Aug. 2.—Working 
quietly but earnestly, the group of 
industrial advertisers in the Cleve- 
land area that has been laying the 


foundation for the Industrial Mar- 
keters of Cleveland is practically 
ready to open the fall meeting sea- 
son, and with a program that is 
nothing less than pretentious. 
Although the program is not fully 
completed at this time, the general | - 
plan of it as told to Crass & INDUs- | 
rRIAL MARKETING today by Lee E. 
Donnelley, president, The Lee E. 
Donnelley Company, and program 


chairman of the local organization, 
plainly indicates its comprehensive- 
ness. 

When the committee first tackled 
the job of planning the activities, a 
careful canvass of the active mem- 
bers presented a wide range of sub- 
jects that would have to be covered 
in order to meet with everyone's ap- 
proval. This task seemed impossible 
of accomplishment until there un- 
folded the idea of a program to be 


conducted like a seminar. 


Start with Fundamentals 
this trend 


Following of thought 


informal working sessions in which 
active members will participate in 
relating their experiences in making 
their contributions to the develop- 
ment of marketing plans in their 
own company. 

Each active member will be ex- 
pected to individually participate by 
giving out of his own experience, 


| will be sort of a resume 


] ar, 
unfolded through the work of the! 


active members in the foregoing in- 
formal working sessions. 
All Will Participate 


In other words, the formal meeting 
of all of | 
the informal working sessions. The | 


‘formal meeting will be in charge of 


and by receiving ideas from the ex-| 


perience of others. Each informal 


meeting will be in charge of a chair- | 
man and there may be discussed in | 


an informal meeting two or three 
of the nine phases of the main sub- 


| ject. 


developed the idea of going far 
enough back into the fundamentals | 
of marketing industrial goods so as 
to broaden the base of the program | 
schedule | 

Accordingly, it was decided to be- | 


gin with the event, namely: the pro- 
duction and engineering departments 
of a business give the sales depart- 
ment a product to market. Starting 
the program at this point the first 
part of the seminar will be devoted 
entirely to the various phases of 
“developing a marketing plan 
campaign.” 

This main subject, ‘developing a 
marketing plan and campaign,” will 
he divided into many different phases 
that cover the subject in its entirety, 
totalling about nine. Then it is 
planned to hold what will be called 


ENCORED 


Harnischfeger's Masked Marvel 
The 


Lown 


large degree of interest 
rach in this are welding demon- 
“Taion at the 1933 Century of 
ed the Harnischfeger Cor- 
lilwaukee to repeat it this 
pecial colored glass booth 


LTes 


oe 
ation 


le itor, completely enclosed 
“© Dooth, has a tiny microphone 
in his welding mask and 
vith a public address sys- 
the operations may be 
‘ep by step. 
‘lnpany is celebrating its 
Niversary this year. Its ex- 
_in ‘ie Travel and Transport 
“NS hos other of its industrial 
uch as motors, electric 
alc pitehing 


and | 


| 


spectators may watch the | 
Malic operations without blind- 


machines, in | 


After all of the various phases 
have been gone over in three or four 
informal working sessions, a formal 


be invited not only the active mem- 
bers who have individually partici- 
pated in the informal 
sions, but sales managers, trade press 


a chairman, assisted by the chairmen 
who have had charge of each of the 
informal working sessions. It will 
be the duty of the chairmen of the 
informal working sessions to report 
the findings and the developments of 
a particular informal working ses- 
sion. 


“It seems to us,”’ Mr. Donnelley ex- 


| plained, “that a program worked out 
meeting will be held to which will | 


along these lines provides for the 
maximum individual participation of 


leach active member and taps an unh- 


working ses- | 


representatives and advertising men | 
who may profit from the wealth of | 


ideas and suggestions uncovered and 


Ye Start 


told wealth of ideas, experiences and 
ability. It is felt that such a pro- 
gram will make a real contribution 
to the betterment of industrial mar- 


keting. It throws the entire respon- | 


goes 


In 1799, Allessandro Volta of Pavia, constructed the 
first electric battery. William Cruickshank and J. F. 
Daniell of England improved Volta’s device and in 1837 
Thomas Spenser of Liverpool, while experimenting with 
a Daniell battery, made an accidental discovery that led 


to electrotyping. 


Spenser just happened to use a copper penny for the 
positive pole of his battery and upon this penny was 
deposited a layer of copper from the copper sulphate 
solution in the battery. This layer was torn off acciden- 
tally and Spenser found this shell to be an exact dupli- 
cate of the head and lettering on the penny, as smooth 
and sharp as the original. 

Later, Spenser impressed a form of type upon a sheet 
of lead, placed this lead mold in a battery for eight days 
and got a copper shell one-eighth of an inch thick. This 
was the world’s first electrotype. 

Electrotyping is one of the developments that has 


sibility for the success of the pro- 
gram upon the active members of 
the organization. 


“There will be no speeches and no 
speakers. Participating in this pro- 
gram will be somewhat like going 
to school again, with plenty of lee- 
way provided to argue points, to ask 
questions and for each individual 
to receive the help he is looking for, 
if that help lies within the experience 
and ability of other active members.” 

This is, no doubt, a radical de- 
parture from the usual 


bilities will be attracted to this type 
of program,’ Mr. Donnelley con- 
tinued. “Such a program, of course, 
is unattractive to the beginner, for 
it is designed to meet the needs of 
the man on the job who feels himself 
in great need of ideas for assistance 
in developing the importance of his 
own work and enlarging his own 
capacity. 

“The success of a program like this 


|depends entirely upon the sense of 


| individual 
. . | 
industrial 


advertising association program. It | 


is being worked out in detail so that 
the program for each informal work- 
ing session and for each formal ses- 
sion will be fully outlined or at least 
well enough outlined to provide ade- 
quate coverage of the subjects under 
consideration. This should also as 
sist in controlling the conduct of the 
meetings. 
“Industrial 
seek to 


advertising men who 
broaden themselves and to 


participation that each 
active member entertains respecting 
his activity in the group. A certain 


| group, of course, will do most of the 


equip themselves for larger responsi- | 


Printing this 
ack Zo 1799 


work, but that is true of any pro- 
gram. In this case, only those who 
help do the work will receive the 
greatest returns.” 

To inaugurate such a program sets 
a rather high standard, but the prin- 
cipals are confident that the high 
standard can be maintained and that 
such a program can be worked out 
to the ultimate good of industrial 
marketers of the Cleveland area. 


| ! 


age 


made modern printing — printing on a large scale at 


low cost— possible. 


The recent development of Kleerfect —The Perfect 
Printing Paper—is the latest factor in the production of 
fine printing at lowcost. First of all,in making Kleerfect. 
special processing eliminates two-sidedness of surface 
and color for all practical purposes and makes printing 
of uniformly high quality possible on both sides. Kleer- 
fect has strength and high opacity. It possesses a neutral 
color that gives proper contrast with the greatest number 
of printing inks and types of illustration. ..a non-glaring 
color that is easy on the eyes and permits the maximum 
true reproductive power of one to four colors. 

Before you produce your next mailing, see examples 
of the better work Kleerfect makes possible. A request 
to our Advertising Department in Chicago will bring 
them to you and the name of the merchant nearest you 


who stocks Kleerfect. 


ows 


verorr 


THE PERFECT PRINTING PAPER 


wamuracrunle 


wrote y 


ESTABLISHED 1872 


NEENAH, WISCONSIN 


KIMBERLY-CLARK CORPORATION 


CHICAGO, 8 South Michigan Avenue «* NEW YORK, 122 East 42nd Street 


LOS ANGELES, 510 West Sixth Street 
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Why Do You Want To Advertise? 


The general management of a 
large company selling to industry is 
asking the heads of its various sales 
divisions an 
which is suggested by 
this editorial. Advertising has been 
a company policy for a long time, 
larger budgets being set up in good 
times than in bad, but publicity be- 
ing taken for granted as a part of 
the business-getting machinery. 
That have 
trouble 


embarrassing question 
the title of 


the 
taken 

that 
at least 
not used in a direct, business-getting 
way as the general 
offices think the 
Now the sales executives, instead of 
merely being handed a_— certain | 
amount of money and told to spend | 
it for advertising, are being asked | 
the blunt question, “Why do you! 
think you should have this money? 
What do you propose to do with it, 
and how do you think it 
help sales?” 

The demand of the general 


seems to been 
with it. 


for granted to such an extent 


It has been 
it isn't being properly used 


people in the 


should be case. 


is going to 


man- 


agement that advertising be given a 
direct and visible relation to sales 
effort is an excellent sign of the 
times. The company wants to use 
advertising, but it also wanis to use 
it profitably. It insists that the ex- 
penditures be justified, and _ not 


authorized in a 
way. And it 
departments 


merely routine, per- 
feels that if 
required to 
expenditures, it 
und advertising 


functory 
sales are 
justify 
will 


advertising 


result in sales 


ij always done it. 


;}may be a 
| the 


programs being tied together closely 
and effectively, and really converted 
into the team they are supposed ac- 
tually to be. 

The about this 


interesting thing 


particular case is that the company 
getting all 
the 
specific 


is having some trouble 
of the 


necessity for 


sales executives to see 
presenting a 
which will justify current 
That 


thought, 


program 
expenditures for advertising. 
call for 
for investigation and for 


would undoubtedly 
changes in 
plans which have not been function- 
So the general attitude 
“This is the way 


ing properly. 
has been, we have 
Why change?” 

It used to be said that general ex 
ecutives weren't sufficiently sold on 
advertising. Now it seems that those 
responsible for general business pol- 
icies are convinced that advertising 
big help in accelerating 
progress of recovery 
but that 


business 
measured in terms of sales, 


it must be properly geared to prac- 


tical selling activity to 
profitable returns. 
but it 


convince 


produce 
That sounds rea- 
is sometimes neces- 
marketing execu- 
to whom this should be a, 
merchandising tactics, that advertis- 
ing has really 

We believe, 
ther discussions of this kind go, 
better use will be made of advertis- 
ing, and incidentally the more adver- 
tising marketers will find 
it worth while to employ. 


sonable, 
sary to 
tives, b, c 
practical aspects. 

however, that the fur- 
the 


industrial 


Rates Per Page Per Thousand 


The new A. N. A. study 
circulations and rates puts in- 
trade 
showing 


of business 
paper 
dustrial and publications on 
the that due to 
declining circulations rates per page 
circulation have 


some 


spot, by 


per thousand of 
been advancing, in cases ata 


rapid rate. 


These studies are interesting and 
useful, and the analysis of trends 
in the business’ publishing field 


should be valuable to advertisers, 
especially when it is desired to com- 
the situation as it 


eral publications in the 


affects sev- 
field. 
It should probably be emphasized, 
that 
circulations have a 


pare 
same 
however, business paper rates 
direct 
relationship than is usually the case 
in the general field. the 
restricted markets they cover, 
industrial and trade publications 
take on a character which 
represents one of their chief values 
editorial activi- 
ties maintaining markets and morale 


and less 


Because of 
more 


service 


to advertisers, their 


benefits 
special 


in a way which 


selling to 


directly 
those business 
groups. 
During a 
when 


period of 
the number of 
a given 
duced, i 


depression, 
active units in 
line of business may be re- 
is to be expected that cir- 
culations would decline to some ex- 
tent. But under 
actual 


those conditions, 


though rates 


vanced, 


not ad- 
thousand of 


are 


rates per cireu- 


lation automatically rise. Even at 
those rates, revenues are severely 
reduced, making it difficult for the 
publisher to maintain the normal 
services which his field expects of 
him. 

Hence it is probably asking too 
much to demand of the publisher 
that his rates be reduced in direct 


proportion to his circulation losses. 
On the other hand, as business im- 
and circulations rise, this 
should be kept in mind in determin- 
ing whether rate 
order. 


proves 


advances are in 


THE MARKET OPENS FOR CHOO CHOOS 


"The boss said to fix ‘er up .. . it goes phut phut instead of choo choo." 


-Chicago Sunday Times 


Voice of the Industrial Advertiser 


Increased Value of 


To the Editor: Broadly speaking, 
it may be said that our heavier 
schedules in certain industrial pa- 
pers are the result of the increased | 
value of industrial papers to indus 
try. 

We believe that the business press 
has never been so well edited as it 
is today, and that this has brought 
about a more intensive readership. 

JouNn C. LONG, 
Manager of Publications, 
Bethlehem Steel Company, 
Bethlehem, Pa. 


Points for Publishers 


To the Editor: I think many of 
the publishers could make their pro- 
motional material more effective if 
they were a little more specific in 
explaining the value of the market t« 
their prospective advertisers. 

I also think a clear, concise de- 
seription of just 
is attempting to do for the industry 
through his editorial and service de- 
partments would be in order. The 
publisher is in an excellent position 
to point out the significance of cur- 
rent activities within his industry to 
the prospective advertiser, and _ in- 
dicate opportunities that could be 
gained by advertising and sales pro- 
motion work. 


} 
ALLAN Brown, 


Bakelite 
Bound Brook, N. J. 


Advertising Manager, 
Corporation, 


Mail 
Today 


What next? Now They're 
ere — at Work 


Bausch & Lomb Optical. Coeopsty 


ae ; ase onus, sreas + 2 Teoma TR gy 


Interesting treatment of lens advertis- 
ing in business papers for the Bausch & 
Lomb Optical Company, Rochester, N. 


Y., prepared by Hughes, Wolff & Co. 


Industrial Papers: 


what the publisher | 


Comments on 


Publication Promotion 
To the Editor: I was interested to 
read the criticisms advertising agen- 
cies make of industrial paper promo- 
tional material, which to a consider 
;able extent seems to m» to be war- 
| ranted. 
| As to whether industrial papers 
are providing their advertisers and 
prospects with the right kind and 
enough information relative to their 
coverage is, at the present time, 
being worked on by the St. Louis 
Committee of the National Industrial 
Advertisers’ Association, which, as 
you probably know, is studying the 
A. B. C. and C. C. A. audit forms and 
is about ready to make some recom 
mendations to those audit bureaus. 
Because of the diversity of the 
problems of the individual advertiser 
he must have facts and make his own 
interpretation, and a careful buyer of 
space cannot have too many facts. On 


a, 


intormation 
For Industrial 
Advertisers 


The following documents may hy- 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them 
or through ADVERTISING AGE, 


127. Editorial Enterprise. 

This 8-page folder is really an jp. 
dex to research in the meat packing 
field, from the standpoint of indys. 
trial operations and equipment re. 
quirements. Fifteen headings are 
covered, with typical classifications 
of steam and power, temperature cop. 


trol, packaging, etc. Published by 
The National Provisioner, 
128. Guide for Sales Managers. 


A large chart issued by Hardware 
Age with maps and tabulations to 
enable sales managers to gauge the 
relative values of the individual 
states and of the nine geographical! 
divisions of the country from the 
standpoint of the sales possibilities 
they offer. 


129. General Manufacturing Condi. 
tions in the Metal Working Indus. 
try. 

This bulletin issued by American 
Machinist analyzes the vastly en 
larged market for new and improved 
industrial equipment as opened up 
by the NRA program. It points out 
why equipment purchases are in. 
evitable, how domestic buying is 
being financed, and the full meaning 
of modernization to sales possibili- 
ties. 


130. Resale Market in 1934. 

A survey of the market consisting 
of the manufacturers of machinery 
and engineered metal products wh 
buy parts and materials to incorpo- 
rate into their own products. The 
report, which is issued by Products 
Engineering, also shows the signifi 
cant trends and activity in product 
design. 


131. A 230 Million Dollar Market. 

A circular issued by Heating ani 
Ventilating directing attention to the 
range, mechanics, problems, and gov 
erning factors of the industry it 
serves. 


132. The Real Answer to the Adve 
tiser’s Prayer. 
A highly colored and_ pictorial 
broadside treating the reader inter 


the other hand, as to whether suffi 
cient information is given relative to 
market conditions by papers, we can 
think of many which deal quite fully 
with this in every issue and others 
which are continually collecting such 
data. 

As far as new sales opportunities 
being relayed to companies advertis- 
ing in their pages, I have an idea 
that this is largely a question of the 
relationship of the advertising man- 
agers of these companies with the 
publishers. If the advertiser shows 
an interest in such data, he can se- 
cure plenty of it. 

I was interested to see in the ar- 
ticle that editorial content and _ poli- 
cies are mentioned—but only men- 
tioned. This is a phase of publishing | 
which cannot be audited. but it seems 
to me that analysis of this very im- 
portant phase has been badly neg- 
lected by many space buyers. 

R. DAVISON, 
Market Development Di- 
New Jersey Zinc 
New York. 


Manager 
vision, 
Company, 


~~ = © 


Export Opportunity 

To the Editor: 
ful to you for 

action to 


We would be grate- 
your kind and early 
put us in direct commu- 
nication with the manufacturers on 
your side of the following lines: 
radios, wickless oil stoves, sanitary 
ware, bath room fittings, small soda 
fountains, aerated water prepara- 
tions, small lighting sets, and nov- 
elties. 

CLUBWALLA & Co., 
305 Hornby Road, Fort, 
Bombay, India. 


Sales | 


lest of Machinery and offering scores 
lof testimonials of key executives as 
'evidence of reader quality and how 
the publication reaches the mal 
back of the order. 


138. Selling the Manufacturer © 
Electrical Machinery Appliances, 
Apparatus and Supplies. 

A supplement to the above publi 
cation issued by Electrical Manufac 
turing, picturing eight additiona 
products, detailing the materials 
parts and accessory eleectrical equi! 
ment designed into each one. 


104. A Survey of Industrial Mai 
tenance. 
| Among the important points devé 


‘oped by this survey by Mill & Factor! 
are the importance of the mainte 
‘nance engineer in specifying mail 
_tenance supply and equipment pur 
chases and the need for modernizé 
‘tion of industrial equipment of all 
‘varieties. Another interesting fe 
‘ture brought out is the extent | 
which maintenance engineers rel © 
‘the engineering recommendations © 
| power companies whose services have 
|/been used in laying out mec hanicd! 
power transmission and electrica’ 
power distribution and utilization £ 
cilities. 


87. Engineering Construction 1° 
kets. Printed house organ containiné 
news and data on engineering oa 
struction field. Published by 
neering News-Record and Oe str 
tion Methods, New York. 


22. Baking Industry. Facts ant 
Figures. A statistical study of nd 
commercial baking field. Publishe? 
by Bakers’ Helper, Chicago. 
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MALLEABLE BIRD 
FEATURES DRIVE 
FOR IRON TRADE 


Novelty Gains Attention and 
Sells Idea 


Cleveland, O., Aug. 2.—Putting a 
human and dramatic interest into a 


generally prosaic subject has estab- 
lished new sales records for The 
Lake City Malleable Company, and | 


illustrates how novelties of real value 
and usefulness can be employed to 
gain the attention of key executives 
and build sales. 

The success of the plan is graph- 
ically shown in a chart used in a} 
recent mailing piece to illustrate the 
company’s growth even through the} 
last years, and shows that its | 
tonnage orders last year ran five and 
a half times above the low point, 
while the average for all malleable 
producers of the country ran only 
two and a half times the low. In the 
last three years the company has | 
added over 120 new customers, rais- | 
ing its total to 487 manufacturers in- | 
cluding some of the country’s largest. | 

It was about five years ago when | 
the company took over an old plant | 
and run-down business and started | 
an aggressive drive for malleable | 
iron business. J. H. Redhead, presi- 
dent, decided to cultivate the field 
from the ground up and hit upon an 
idea to focus attention on malleable 
iron and its many undeveloped uses, 
and then sell his organization as the | 
one best qualified to engineer the | 
switch of the prospect’s products or | 
parts to malleable and assume a real | 
responsibility in the production 
scheme. 


few 


Flamingo Exemplifies Product 


The flamingo with its long flexible | 
neck was adopted as an identification | 
mark of the company and since has | 
played a prominent part in its pro-| 
motional effort. To start with, cigar- 
ette snuffers in the form of a flam- | 
ingo, made of malleable iron, were 
sent out to all prospects including 
individual officers or members of | 
companies in the prospective field | 
who important enough to be- | 
long to outstanding clubs and influ- 
ential organizations. The flamingo 
novelty is flexible and exemplifies | 
the qualities of the product to good | 
advantage. The first mailing of this 
Item acted as a teaser, since only | 
the company’s name on the bottom | 
marked it. People took it home and 
wondered, 

Three days later, an introductory | 
booklet was mailed to the same par- | 
Hes, containing an illustration and a) 
loose photograph of the flamingos, | 
as Well as an explanation with refer- | 
elce to the possibilities of malleable | 
ron. A deluge of returns in the way | 
of complimentary letters and_ in- 
quiries resulted. 

Six months afterwards, a post card 
Was mailed out carrying a flamingo 
‘ut and an invitation to send in the 
lame of the business, president, gen- 
‘ral Manager, engineer and purchas- | 
ig agent, and secure one of the flam- 
arette snuffers. 


were 


MLO CTs 


Blotters Were Used 


An invitation 


was’ likewise ex- | 
*nded on a blotter to use company 
“igineers in working out manufac- 


Ting problems in which malleable 


might Cul costs or improve products. 
ei blotter also revived the memory 
‘those who had received initial re- 
PdSes 


Direct mail in the form of indi- 
‘ually typed letters and_ blotters 
a been sent out to all possible users 
Malleable periodically. In addi- 


‘. The Lake City Malleable Com- 
“Y twice a year uses the back- 
“tT ot the Mid-West Purchasing 
' "', circulating among purchasing 
a 1! Ohio where the company 
_ Pushi its sales. The copy car- 
-* @ Susgestion of the many uses 
walle: ble with a coupon inviting 
wders request one of the free 
“UN go 


igarette snuffers as shown 


| ple 


in the layout. Reprints are also 
mailed to the prospect list. “This 
form of advertising,” said Mr. Red- 
head, “has opened several hundred 
doors to us.” 

As a part of the campaign, a five 
months’ exhibit of malleable prod- 
ucts, bringing out the diversified uses 
and advantages, was placed on the 
second floor of a prominent down- 
town office building, and invitations 
to this showing were extended by 
mail. 

Approximately 1,000 interested peo- 
called and signed the register 
during that period while newspapers 
and business publications gave it 
considerable publicity. A flamingo 
piece was presented to all signers as 
a souvenir. As stated by Mr. Red- 
head, such vseful novelties are not 


thrown in the waste basket and the. 


ADVERTISING AGE 


birds are 


Illustrations of the malleable 

carried in all of the company's literature 

and advertising copy and have become 
a fascinating mark of identification. 


advertising was effective. The ex- 
|hibit was later moved to the com- 
|pany’s plant where it is now a part 
|of its sales promotion facilities. 

In addition to the firm’s own indi- 
vidual advertising, Mr. Redhead has 
been instrumental in pushing coop- 
erative advertising with other mal- 
leable producers, which has been 
found beneficial. Mr. Redhead’s co- 
operative spirit allowed a French 
concern in the same field to repro- 
duce one of his pieces in its own 
language. 

Supporting its promotional activi- 
ties, the company uses sizable space 
in the Automotive Industrial Red 
Book and Thomas’ Register. 


Susvends Publication 


The publication Chemicals has 


| been discontinued. 


‘Ryerson Sales Gain 87% 
for First Six Months 


Joseph T. Ryerson & Son, Ine., 
Chicago, one of the largest advertis- 
ers in industrial papers, reported an 
increase of 87 per cent in sales for 
the first six months of 1934 over the 
first half of 1933. 

Sales for July were also reported 
to be running in excess of the 
monthly average for the first half of 
this year. The company declared the 
third dividend of 25 cents per share 
in the last eight months. 


Sill Goes to Monsanto 


Theodore W. Sill, formerly of E. C. 
Klipstein & Sons Company, has be- 
come assistant manager of sales for 
the Monsanto Chemical Company, St. 
Louis, to specialize on intermediates 
and kindred products. 
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of 1934. 


on request. 


with utmost speed? 
—/ | 

YES, MR. MOFFETT — you can depend on the KEY MEN! 

Thousands of them are already lining up their prospects, plan- 


ning the work and selecting the materials for the modernizing 
and repair jobs that will be executed in the remaining months 


Details of the September and succeeding editions will be furnished 
May we show you how to use these important num- 
bers to get your share of the vast current building market? 


THE AMERICAN BUILDER 


105 West Adams St., Chicago 30 Church St., New York 


A MESSAGE TO THE KEY MEN 
from JAMES A. MOFFETT, 
Administrator of the National Housing Act 
on the front cover August American Builder. 


TO THE MEN OF THE BUILDING INDUSTRY: 


You contractors, builders and dealers are KEY MEN in our program for 
modernizing and new home construction. 
the building opportunities under the National Housing Act and will plan, 
specify and build needed homes and home improvements. 


You will acquaint the public with 


May I depend upon you for your co-operation in getting this work under way 


CG Toff 


FEDERAL HOUSING ADMINISTRATOR 


50,000 active KEY MEN look to the American Builder every 
month for timely ideas, plans and construction helps. 
they look for information they read the sales messages of the 
new leaders among manufacturers.... With the largest paid 
circulation of any trade journal among building contractors 
and retail material dealers, the American Builder is the medium 
for the progressive manufacturer who is determined to establish 
leadership for his product. 
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CLASS & INDUSTRIAL MARKETING SECTION 


August 4, 193, 


Business Papers 
Continue Gains | 
In Advertising 


| 


Chicago, Aug. 2.—Business papers | 
continued their advertising volume | 
gains in July, but reflected the usual 
summer slump, figures released to- | 
day revealed. 

Figures for 47 papers in the in-| 
dustrial group showed an increase of | 
35.5 per cent over July, 1933, issues. | 
The increase in volume over the pre- | 
ceding month for the group was| 
slight. 

The trade group showed the effects 
of the season with a loss of one page 
from the month last year. The fig- 
ures for the first seven months, how- 
ever, showed an increase of 22.7 per 
cent over the same period of 1933, 
the figures being 5,061 pages for 
1934 against 4,123 in 1933. 

Six papers in the class group reg- 
istered an advance of 4.8 per cent 
over the July figures for 1933. For 
the first seven months of the year 
these papers carried 3,092 pages 
compared to 2,907 pages for the pe- 
riod last year, an increase of 6.3 
per cent. 

The industrial group continued to 
show a pleasing advance for the pe- 
riod so far this year with a gain of 
30.6 per cent over the seven months 
of 1933. Reports for this year to 
date showed 22,387 pages for the 47 
papers against 17,137 in the similar 
period of 1933. 


| 


— 


AND CLASS PAPERS 


Industrial Group 


Architect 
Builder 
Building Age : 
American Machinist.... 
Architectural Record.... 
Architecture ......... 
Automotive Industries 
Bakers’ Helper ..... 
Brewers’ Journal 
Brick and Clay Record 
Bus Transportation 
Ceramic Industry ...... 
Chemical and Metallurg- 
ical Engineering. 


American 


American and 


CGE atacacen eas 
Electric Traction 
Bus Journal 
Electrical West 
Electrical World ‘ 
Engineering and Mining 
Journal 
Engineering 
Record 
Factory Management & 
Maintenance 
Food Industries . 
Heating, Piping & Ajir 
Conditioning 
Heating and Ventilating 
Iron Age 
Machine Design 
Machinery 
Marine Engineering & 
Shipping Age 
Mill and Factory....... 
Mill Bupplies ....cscvees 


and 


News- 


Modern Brewery a 

National Petroleum 
SE Sache s ks accel noe 

National Provisioner... 


Paper Industry 
Paper Trade Journal.... 
Pencil Points 
Pit and Quarry......... 


‘JULY ADVERTISING VOLUME FOR INDUSTRIAL, TRADE 


Pages 1934 
1934 1933 Power ; ada once 41 
36 38 Power Plant Engineer- 
Re aaa aren tr ee 48 
22 17 | Printing . Peres 58 
114 86 ae! eee 127 
$5, 2g | Railway Purchases and 
14 14 A Pre err ee 61 
60 50 Roads and Streets... 35 
RE Th Rock Products. 38 
a 96 OO CS 129 
10 g | Weettie WOM os6sieenes 110 
23 Water Works and Sewer- , 
19 18 | Be 55 acute wow 17 
Wood-Worker ..........- 25 
= pH Total eee 8,264 
- »e ' 
a = Trade Group 
American Exporter...... 152 
13 190 | Automobile Trade Jour- 
10 11 i a aia awe ph ea 65 
91 go} Boot and Shoe Recorder 107 
3uilding Supply News 
45 28 and Home Appliances. & 
Commercial Car Journal 25 
147 102 | Domestic Engineering... 61 
Farm Implement News.. 26 
83 54 | Hardware Age ......... 77 
50 34 | Jewelers’ Circular ..... 29 
Southern Automotive 
7 18 pg | ere ere 42 
26 14 | Southern Hardware..... 23 
207 158 | — 
28 19 BN ci chine waredne as 61 
9 51 
Class Group 
5 23 American Funeral Di- 
65 40 | PO nk bh kad a Rae 37 
47 34 Hotel Management ..... 43 
73 87 Bote! MORthiy ... 6665s 22 
National Underwriter... 135 
99 85 Oral Mymiehe.....sicecrs 89 
102 110 | Trafic World .......%. 62 
42 25 —— 
86 74 DS Naess oes 388 
33 i: bs 
32 23 *Five issues. 


1933 
81 
41 
38 
198* 
34 
27 
29 
82 
99 
11 
17 
2,408 
154 
52 
156* 
11 
21 
70 
21 
53 
33 Easy to open and 
og |  Double-page color spreads in a fair 
19 | size list of trade and _ industrial 
—— | papers are heralding the practical as 
616 | well as the display value of these 
new tack packages of the Atlas Tack 
Corporation, Fairhaven, Mass. 
= The packages are flat so that they 
>, | cannot easily be tipped over, and the 
118 | bottoms are sealed to prevent open- 
a ing up and dropping of contents. 
bin The color scheme of bright blue 
379 | and orange is carried throughout the | 


line and the packages are packed in 


|eounter display cartons. 


MANUFACTURING 


PROCESSING 


OPERATING 


O \/ KY AY uN 


YADA, WY 


MAINTENANCE 


PURCHASING 


PRESIDENT 
VICE-PRESIDENT 
SECY. TREASURER 
GENL. MANAGER 
SUPERINTENDENT 
PURCHASING AGT. 
FOREMAN 
MASTER MECHANIC 
ENGINEER 
MERCHANDISING 


PACKAGING 


MERCHANDISING 


SALES 


TRANSPORTATION 


MARKETS 


SALES MANAGER 


TELL YOUR STORY to THESE BUYING GROUPS 


in the Meat Packing and Allied Industries! 


The highly developed organizations in the 
plants of the Meat Packing and Allied Indus- 
tries mean that group buying is standard 
No one individual controls major 
purchases—several executives have a hand in 


practice. 


each important buying operation. 


That is why your advertising should be ad- 
dressed to all types of managing, operating 


tives revealed there. 


Note the analysis of operating interests 
shown in the chart—and the divisions of in- 
terest and responsibility of all major execu- 
Then you will appreci- 
ate even more the importance of the function 


of THE NATIONAL PROVISIONER as an 


all-industry publication — whose circulation 


and marketing executives through the publi- 


cation which editorially covers every one of 


the manifold interests 


of this giant in 


‘THE NATIONAL 
PROVISIONER. It 


has provided 
torial leadersh 
more than 
years. 


forty 


dustry 


edi- 
ip for 


A NEW PRESENTATION 
“Overlapping Functions and Their Effect on Sales 
Tactics in Selling the Meat Packing and Allied 
Industries” will be of much interest to you. Write 
for a copy. 


2 
i\ jRCULATIC 


1031 S. Broadway, LOS ANGELES 


MAGAEINE OF THE 


Meat Packing and Allied. Industries 


407 S. DEARBORN ST., CHICAGO 


Prov NATIONAL 


ovisioner 


(renewed at the rate of over 80 per cent) in- 
cludes the key men in every important plant. 


THE NATIONAL PROVISIONER can do 


the whole job for 
you, because it is also 
doing the whole job 
of supplying indis- 
pensable business in- 
formation to its read- 
ers each week. 


300 Madison Ave., NEW YORK CITY 


TACKS GET LONG-NEEDED MODERN PACKAGE _ 


will not tip over. 


Publications being used to intro. 
duce the new packaging job include 
Brewery Age, Brewers’ News, Hari. 
ware Age, Hardware World, Moder, 
Brewery, National Bottlers’ Gazette 
and Shoe Repair Service. The g. 
count is being handled by Rossi ¢ 
Hirshson, New Bedford, Mass. 


C. M. Reesey Is 
Successor of 
F. B. Heitkamp 


Cincinnati, O., Aug. 2.—W. W 
Tangeman, vice-president, Cincinnati 
Milling Machine & Cincinnati Griné. 
ers Inc., has announced the appoint 
ment of Charles M. Reesey as ad 
vertising man- 
ager, succeeding 
Frederick B. Heit- 
kamp who re- 
cently resigned as 
general sales 
manager to. be- 
come a member 
of the executive 
staff of Lyon 
Metal Products, 
Inc., Aurora, Il. 
Mr. Tangeman 
has taken over 
general  supervi- 
sion of sales work. 

Mr. Reesey entered the empl 
of the company as a University 0 
Cincinnati cooperative engineerilé 
student in 1923. He continued hi 
course at the university for fiv 
years during which he was ass 
ciated with the shop timestudy ant 
planning departments of the com 
pany. 

After graduating in 1928, M 
Reesey was transferred to the advel 
tising and sales departments as 4 
sistant to Mr. Heitkamp, and durin 
the last six years he was closely 4 
sociated with him in the develo? 
ment of advertising and sales plats 

Mr. Reesey has served as bot! 
secretary and vice-president of th 
Cincinnati Association of Industri 
Marketers and is vice-chairman ° 
the Exhibits Committee for the 5 
I. A. A. convention to be held 
Cincinnati Sept. 20-22. 


C. M. Reesey 


Producers New Trade 


Promotion Film 


The International Acetylene A‘ 
ciation, New York, has just produce 
a new two-reel motion picture to” 
used in trade extension work. 

The title of the film is “The Pr 
perity Process” and requires 25 ™"" 
utes for showing. 2 

The picture shows the applicat!” 
of the oxyacetylene process of We" 
ing and cutting metals to a W 
range of industrial problems in 
repair, reclamation and product” 
of metal parts. 


Anniversary for 


Glass-Lined Ste? 


“The Glass Lining,” published » 
The Pfaudler Company, Roches 
N. Y., devoted its mid-summer **", 
to “The Golden Anniversary? © 
Glass-Lined Steel.” 

The cover of the house ors4 
appropriately printed in gold. 
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August 4, 1934 ADVERTISING AGE 4 


,  —«< — —eseemees . - — ———$——$ - — —_ — 
° ° |ing committee. The campaign will| ld D ] | has done with piston rings, with a 
) TOGETHER | Transmission |attempt to regain a portion of the! wa ec ares | set of gears, and here in this photo- 
4 |large volume of business lost to graph with a cluster of pencils,” he 
Council Starts 'electric motors by manufacturers of 


7 
Camera Leading exclaimed with enthusiasm. 
e e leather and other types of belting, | ° _ “The answer is simple,” he con- 
] Drive in Fall pulleys, shaft hangers, ete. Industrial Art tinued, “A photograph is just as 
scasanee 


The promotion will center on the |pleasing and far more convincing. oS 

claim that mechanical transmission, | Pictures such as these put advertis- a Se 

New York . 2—The Mec - ° ; < Ai ie be ile. “eho 
3 , Aug eM han as represented by group drive, is| Detroit, Mich., Aug. 2.—Photog-|ing across to the public.’ "9 
ical Power Transmission Council, a ; : , : 
: : cheaper and more efficient than other raphy is replacing pencil and brush The show was sponsored by The ? 
| Fepresenting approximately 109 maa-| wer plants, such as electric motors pt tetera i fiction ill Detroit Free Press in cooperation 
| « 5, = § -lar t re Ss y ¢ . S- P 8: Te 

— ufacturers of power transmission rt in advertising and fiction illus 


§ rt equipment, has appointed Richard- Bia yarn — the _cam- tration, according to an assertion | With the Institute of Arts. 
Government Program ta hens Alley & Richards, to direct A hay hy nag to be set at a minimum made by Henry T. Ewald, pioneer a 
: cooperative campaign in industrial of 956, 7 advertising man and head of Camp- 7, 

Chain of Efforts publications to start in October. Mil- bell-Ewald Co., Inc., agency, follow- Hostettler Dies 

|ton Towne is account executive. : : ing a visit to the second Detroit L.. W. Hostettler, general sales man- 
| Charles E. Brinley, president, | Clark Equipment Gains International Salon of Industrial 4&er, Allegheny Steel Company, 
Chicago, Aug. 2.—The stage seems | 4 merican Pulley Company, Phila- | ~ ee Papo Phy yea vee Photography held last month Brackenridge, Pa., died July 10 from 
to be set for a revival of the mighty | qelphia, is national chairman of the | 15 alan a Prcattaet shape. te the frat | To him, he said, the show is proof pc ole nae tog ane bonpe tgeonn gw’ 
puilding industry with announce- | council and F. H. Willard, Worcester, | half of 1934. as against me net loss of | that there is beauty in industry. | been with the company A vend os 
ment that the United States Build-| Mass. is chairman of the advertis- $148,551 a year ago. “Just see what the camera artist | years. F 
ing and Loan League, with headquar- q awk a 8 Shy ee eae —_ 

ters in this city, will embark upon) a = rr 

qa national cooperative advertising 
campaign to sell the services of 10, 
497 member associations throughout 
the country. In the past these or- 
ganizations have financed more than 
two-thirds of the small homes built 


” in the United States. 

- This decision followed the gov- 
os ernment’s conscription of Ward M. 
Canaday, president of the United 
" States Advertising Corporation, To- 
v jedo, to serve as publicity manager 


of the Federal Housing Administra- 
tion. 

Another interesting event in con- 
nection with the housing drive was 
the breaking of ground in New York 

July 30 for an ideal home, to be des- 
ignate das “America’s Little House.” 


1p Used for Demonstrations 


, 


“Better Homes in America,” an 
educational, non-profit organization 


W which has sponsored 15,000 exhibit 
nati homes throughout the country in the 
rind. past 11 years, is building this spe- 
oint: cial demonstration house in the 
ad: heart of New York—at Park Avenue 


and 39th Street. 

Every item of the materials, fur- 
nishings and equipment of The Lit- 
tle House will be selected by ex- 

} perts of the Better Homes Commit- 

) tee according to stringent consumer 
standards, and bought in the open 

market at current retail prices. As 

) far as possible, nationally distrib- 

| uted, branded products will be used. 

Each one—-from the heating plant in 

the cellar to the fountain pen on the 

living room desk—will have an ac- 

tual point-of-use demonstration un- 

sey der ideal consumer conditions. 
The Little House is designed to) 
show how such beauty and efficiency | 


tyY°@ in housing the 1934 dollar will buy. | TL | 

veer In fact, according to housing author- | 

d hit ities, it will be possible to build a e € 
five similar house in any small city or | 

sent suburb, for from six to eight thou- LCE 

, eo sand dollars, depending on costs of | 

= materials and labor in different sec- 


tions of the country. Columbia 

Mr " | 

on Broadcasting System will make a se- 
advel 


ries of broadcasts from the building. | HAS SAVED A 9 
AS as 
juring Association Is Active 


ly 38 The United States Building and | 
Loan League’s campaign will be de-| 


an IE ‘ied to develop the facilities of IMPLIFIED office lithography... the — material, letterheads, bulletins, business A FEW OF MULTIGRAPH’S 
tthe CUing and loan associations for sensational new process which makes it forms of all kinds. Multilith adds to the MANY ADVANTAGES: 


mrving those interested in building,| othe for you to produce your own lith f printed ell 
remodeling or repairing homes. F.| P°® ’ Pp ’ O- appearance of printed matter, as well as 1. Fast, easy, economical pro- 
duction of offset (lithographed) 


ne X |_ * Cannon, of Indianapolis, is chair-, graphed material... in colors if desired . . . assuring big savings in production costs. 
ald 2 “8 of the national advertising com-| right in your own offices! Multilith . . . the 


Site lak aun dda ee a, A few of the other advantages of this printing. 

baign through the J. Walter Thomp-, Tesult of years of research and development remarkable new process are shown at the 2. Reduction of typesetting costs 
son Company, Chicago. - +. enables you to turn out lithographic right. As you read them over, consider how due to ability to use type- 
While plans of the Federal Hous: neds. : 


printing of finest quality . .. with layman oper- Se een a ee eney 


| 
| ° . 
Film f° Sioinistration have not been | =a ! your own business can profit by using the applied directly on plate. 
ie oe it is believed _ now | ators... at low costs never before possible. Multilith method. The Multigraph repre- 3. Much lower cost of Multilith 
Ass “rtheoming campaign will follow . e . co. Ls se ive in v icinitv wi rs ates c ini 
oduct’ the Pattern of Liberty Loan drives | It is the simplest process of its kind ever ated — varenesy will gladly show echoed i a, Enero 
) bo ‘ale during the war. Newspapers) devised ... even persons with no previous you samples of Multilith work and ere wee atap tei or 
ire to be as | : . : , . : . . : - ial 
» Prov ow, asked to donate space to/| experience can learn to operate it with sur- | you full information without obligation. AF : 
Abie “viving housing; local organizations | - C an ; 4. Ability to draw maps, charts, 
‘lll be formed to create interest in | prising ease and speed. onsult your phone book, or write to or complicated ruled forms 
icatiot Wilding or remodeling by both | a . ° directly on plate 
Bars ‘Poken and written word. There will Advertisers and advertising agents will MULTIGRA PH COM PANY 5. Mul I 7 ° 
ine Ml | “down until building has| find that Multilith opens new possibilities Division of ‘ ay ee ae ae 
in the ‘finitely taken the up-grade. : : . ° ' Addressograph-Multigraph Corporation easily be produced on £7. 
ryetio® ~ ec pene ip 59 of their ow n Cleviiendl. Ghite of varied and unusual finishes. 
Blaw-Knox Earnings ooklets, advertising and sales promotional — offices IN ALL PRINCIPAL CITIES OF THE worto 6, Reproduction of existing 


Blaw-k 
ties for 


nox Company and subsidi- printing can be done at low 

sh ‘he six months ended June cost. 

e ,, ' reported a net income of $105,- +): 

Stee “4 after taxes and charges, or equal Multilith is a Multi i i wad 7. Multilith plates can be bape" 

ed . ee ‘ share on the outstanding b ‘ r ge po ote ne nek ag sd +s 2 r ared in minutes instead of 

s tk. This ‘ aa ased on 30 years’ experience in designing anc ‘ . 

jssue {Setore tn ane an Need peg dnc building office duplicati and printing ip- ours, and ee little stor- 

' y, 9 in the first half of 1933. x P oe ee ee age space - 
J .“oMpany announced that it has| ment. There are more than 55 models in the eo = 
; ‘its entire German business| Multigraph line, including office folding ma- 


i ‘ ; , TRADE MARK 
ne, «9 it operations in that! chines and office typesetting machines. Prices . awn 
as low as $145.00. Multiple Typewriting and Office Printing 


and are easily preserved and ‘ 
stored. : 


Ww 8. Plates can be repeatedly used, 
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8 CLASS & INDUSTRIAL MARKETING SECTION a 4, +194 
— : : ithe combination of eo call | work, as well as learning what at he| 
'supplemented with a letter and bul- | should know about your product. rT 
/letin, will prove to be the most ef-| As humans usually take the easier | 
|fective means of solicitation. course, you will probably find the | 
salesman spending more time on EXPLANATION 
Pe in industrial advertising and marketing | vy ‘your product. 
~ a 
iy v ‘Sales Presentations P 
a Featuring Several Items OF THEIR CODE 
bi: . e | . 
i. CONDUCTED by KEITH J. EVANS f. for Jobbers Salesm n i ie alaeiiemenns | 
ee | We have a very limited number 


Before or After— 


Sales Promotion Letters 

We are trying to back our sales- | 
men 100 per cent through the use| 
of sales promotion letters and bul- 
letins describing our various prod- | 
ucts. 

The question arises as to which 
is the best policy to pursue: (1) send 
letter and bulletin in advance of 
salesman’s call, or (2) send letter 
and bulletin following his call. 

Any suggestions or recommenda- 
tions along this line would be appre- 


cases, 


While 


appeal 


technical or semi-technical nature 
will receive more attention and_| live 
thereby prove more effective if sent send 
following the salesman’s call. 

A good salesman can usually in- 
troduce his product in such a man- 
ner that the prospect will oftentimes 
ask for literature for further study. | on 
Even though the prospect does not | your 


For example, take the 


RESIDENTIAL 
CONSTRUCTION 


if complete 


| prospect 
advance 


leads, 
printed 
personally. 
However, 
question relates to your regular call- | 
You are to be complimented 
aggressiveness in 
salesmen, 


we 


ing list. 
your 


ask for a bulletin, 
promise to review the subject | 
data is furnished him. 

You do not have the advantage of 
|this cooperation on the part of the 
when sending literature in 
the 
is undoubtedly true that a 
certain percentage will accord your 
bulletin the attention it deserves, it 
is safe to say 
centage will react favorably to your 
product is 
cussed personally, 


that a 


such as breaking down new lists for 


when it is advisable to 


and we believe that | 


“WHAT DOES GRAY KNOW 
ABOUT SELLING IN THE 
INDUSTRIAL FIELD?...” 


then covered with 


of jobbers and while we have fur- 
nished catalogs, sales literature, and 
followed them regularly with sales 
ideas, it does not seem our sales 
story has been put over—at least not 
to the extent that the jobbers’ sales- 
men go out and do a good selling 
job for us. 

Have you suggestions for getting 
more uniform cooperation from their 
salesmen? 


he will, in most | 


salesman’s call. 


greater per- SALES PROMOTION MANAGER. 


Since the number of your jobbers | 


first dis-|., rather limited, you could perhaps 


ciated. : : : without too great an expense, pre- | 
a bulletin mailed promptly following pare a visual present be of bs 
SALES PROMOTION MANAGER. | the galesman’s call. ; : 
: sales message—one which would 
Generally speaking, bulletins of a| There situations, of course, | help the salesman to easily tell the 


story of his customers. This would 
be much better than sales manuals, 


matter before calling ete, which require study; especially 
as your former sales promotion mate- 
assume that your |rials have not gained desired results. 


A visual presentation in portfolio 
or other form adapted to his require- | 
ments, gives the salesman an easy 
and interesting method of doing his | 


helping 


} 
eel 


Every principal in this 


owns his own home. 


organization 


We are graduate engineers who know 
the hidden values 


in houses. 


The architect to us isn’t merely a name 
in Sweet's distribution list. He’s a good 
friend—maybe a fraternity nether. He 
tells us his problems frankly. We know. 
how he fits into the residential building | 
picture, what he can and what he ean’t: 
do for our clients. 


The contractor is like a neighbor to us. | 
His practical slant on building has always 
had our careful attention. We like to 
take products to him that he can hon- 
estly boost. 


The dealer is not just a tack on a map) 
tous. Our men have called on him from_ 
coast to coast discussing local conditions, | 
the relative value of different “helps” for. 
selling building material, ete. We know) 
the country vard—“line” and independ- 
ent — as well as the city dealer with 
departmentalized set-up. 


Our clients have included well known and 

successful manufacturers of quality prod- 

ucts. Their selling plans are held in 

professional confidence by us and are not. 
for sale. But the experience we have 

gained through a dozen years is available 

to others. 


‘WE 00 OvP Pant 


RUSSELL T. GRAY, 1. 


205 W. Wacker Drive 
Telephone CENtral 


CHICAGO, ILL. 


77900 


jin every advertisement, 


/acceptance of the name of the com- 118 


after the sale, 


| with the product. 


| through large jobbers are beginning 


| selling material may detract, at least 


A problem has developed in our sci 
organization on which we would like 
to have some suggestions. 

We have several departments, all 
scrambling for a very small adver- 
tising appropriation. If we give each 
department a fraction of the space 
the adver- 
tisements will be messy and unin- 
teresting. If each department takes 
a turn, the turns will be so far apart H. 
that continuity will be broken for 
the product involved. 

I do not suppose there is any an- 
swer to this, but would be interested 
in hearing what you have to say. 


New York, Aug. 2.—A _  12-pap, 
booklet of explanations of 4, 
graphic arts code as applied to 4) 
periodical publishers was issued la, 
|month by the code authority. 7) 
booklet was prepared by the hy 
ness paper division, of which Jame, 
McGraw, Jr., McGraw-Hill Py 
lishing Company, is chairman. May 
of the questions and answers it pp, 
sents were reviewed in the May ; 
CLASS & INDUSTRIAL MARKETING frop 
an advance copy. 

ADVERTISING MANAGER. : 
The section devoted to the exp 
Most companies solve this problem nation of provisions dealing wi 
in either of two ways: maintenance of rates is of interes 

1. They develop an institutional to industrial advertisers and jy 
type of advertising, which develops cludes the following: 


. Q. What must be done wit} 
contracts or other cancellab) 
contracts now in effect at lower rat 
than the present rates for the sam 
space or service? 

A. Such contracts must 
placed with new contracts based o 
present rates for the same space anj 
service, unless the publication cop 


pany and includes mention of theline , ¢. 
of the company. 

2. The other method features one 
product at a time as typical of the 
line and lists the others, or, instead 
of listing, there may be a side box 
including the rest of the group. 

Still a third method that is being 
ah snrgerir Bg sage Miwon siders holders of such contracts as 
trial advertisers, is a sort of editorial “ “class “al “classes fees ache. 
style advertisement with three or Within a “class identically and files 
four smaller card advertisements at full information with regard to sa 
the bottom and side of the space. rates and classes with the Code A 


be ry 


thority. 
i Rate Deviation Explained 
. 9. Q 
Jobber Literature 119. Q. What is a deviation from 
: , a published rate schedule? 
As a jobber in the small equipment A. Any transaction involving th 


field we publish considerable litera- 
ture of our own, but our manufac- |” : , 
turing sources also furnish some. ferent oe - oO different eas 
However, too often they insist on |r Under different conditions tha 


prominently displaying their name those filed with the Code Authorit 
while our name shows clearly as an, 120. Q. Does this provision mea 
imprint. that a publication is prevented fron 
Have always maintained that the making special rates when occasia 
manufacturer should furnish most if) warrants? 
not all our literature and without) 4. Special rates may be made «it 
| Diacing their name upon it. Is this! any time, but when made they coi 
sound? stitute a basis upon which busines 
will be done with other parties w 
As a sales organization is usually der like conditions. 
unidentified with the product itself; 129. Q. Under how many sets 
it is important that terms or conditions may a publish 
|you gain your tieup and establish | operate? 
your identity through the selling A. A publisher may operate W 
literature you use. Your name should | der as many sets of terms or con¢ 
be prominently and distinctly tied in| tions as he chooses. The intent 0 
| this provision is not to force iden 
tical practices among competi 
publications, but is intended to ! 
quire that each publisher be cons! 
tent in applying each set of term 
name on the or conditions under which he ma 
operate to all advertisers falling in! 
add little to the value they will re- a particular class, qualifying the! 
ceive from it. It may detract in, for a given set of terms and cond 
that the jobber will not use it to! tions. 
|/nearly the extent that he would 130. Q. What are 
otherwise. | discounts? 
Manufacturers generally are quite A. These are the discounts dé 
willing to furnish all needed sales nitely stipulated on rate card or C0! 
literature and most of them, appre-| tract forms for larger space. 


sale of space and/or service at a dif 


ADVERTISING MANAGER. 


Most manufacturers who sell 
to realize that their identification 
will come through the product dis- 
played and that their 


time or spac 


ciating the jobbers’ position in their; 131. Q. What does the — phra* 
| distributive set-up, will prepare the “they are not actually earned 
|material to meet your requirements. mean? 

If you have a few recalcitrant A. It implies definitely that the 


the 


advertiser has not lived up to! 
stipulation as to the amount of spa" 
to be used within a given period * 
provided in the contract. He there 
fore has paid less under his contr 
‘than he would have paid had he col 
‘tracted to buy the amount of ape’ 
actually used. The difference inl 
between the amount he contract’ 
to pay and the amount that he woul 
have contracted to pay, had he P 
chased the amount of space he #& 
ally used, constitutes a time or SP 
discount. J 

132. Q. Does this mean that sh 
rates must be enforced? 


ones, show them samples of what 
some of the others are doing to gain 
a greater proportion of the jobbers’ 
selling effort. 


. ¥ 


Use of Linotype Instead 
Of Monotype Composition 


Will you please look over the at- 
tached bulletin and let me know 
whether or not you believe it should 
be printed in linotype or monotype? 
ADVERTISING MANAGER. 


Monotype will always give a bet- 
ter line-up and better spacing than sal 
/linotype composition. The charac- A. Without any exceptions *™ 
ters, too, are usually better and ever. . 
clearer. 133. Q. Must the terms as ae 

However, linotype is improving so, publication for the settlemem™ 
much now that we see no reason at such short rates be enforced? 
all why a quality booklet, such as A. Under other provisions of § ‘ 
you have in mind, cannot be set to tion “s” it is clear that this is © 
| your entire satisfaction on the lino-| intent of the law. 
type, and with a saving in cost of 134. Q. Is it merely 
,;composition. They are even setting, bill a short rate? 
| rather neat tabular matter now with A. No. It is necessary 
ithe linotype machine. ! collection. 
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ADVERTISING AGE 


yOLOS COPY TO 
SAME TEST AS 
THE SALESMAN | 


Basic Dolomite Pages Must : 
Be ‘Representative’ 


cleveland, O., Aug. 2.—The adver- 
rising of Basic Dolomite, Incorpor- 
ited, producers of Magnefer, a pro- 


essed dolomite used in open hearth | ,, 
| refining, is noteworthy not only | 


steel 
because it is the only copy being 
run by any organization in its field, 
put also because it is designed spe- 
cifically in accordance with the prin- 
ciples that advertising is printed 
salesmanship, and that salesmanship 
consists in representation. 

The copy, which attracted atten- 
tion early in the year because of the 
forcefulness Of its bleed pages, is 
appearing in The Iron Age and Steel, 
supplemented by half-size reductions 
in two vertical mediums, Blast Fur- 
nace and Steel Plant and Metals and 


The Basic Dolomite advertising is pre- 

pared with the thought in mind that it 

must be ‘Representative’ of the firm in 

the same qualities that a salesman is 
expected to possess. 


\lloys. The ageney of C. A. Reece is 
lrecting the account. 

Mr. Reece takes industrial adver- 
lising seriously and is one more of 
those who firmly believe that it has 
alormidable responsibility. He con- 

tends that the copy of industrial ad- 
vertisers, like a good salesman, must 

e able to stand out in any typical 
troup. In appearance, attire, car- 
lase, personality, and = all-around 
‘elf-handling, a salesman must at 
fast Match his prospective buyers, 
Doth Physically and_ figuratively. 
railing in this, he becomes the un- 
‘er-dog in the contest for business. 


Must Be Representative 


Be parallel obtains in the case of 
vertising, which is printed sales- 
anship,” Mr. Reece asserted in ex- 
halning the cheats: that guides the 
¢ Dolomite copy. “Printed sales- 
‘Nship must put its shoulder under 


same burden of being represen- | 
‘ve of its firm, as must a sales- 


‘hat can be the results effected 
‘n advertisement that has the ap- 
“ance of being engineered with 


“sion from caption to signature? 
‘“" ol the institution and the prod- 
t th : 

‘at such an advertisement rep- 
Nts 


What impression does the 
Tr lorm? Can it be anything 
the very finest? 

being perhaps aware of 
‘vertheless convinced that 
he dealing with a depend- 
‘oul of supply. He feels that 
Natrials the firm uses, the 
‘orces it maintains, the pro- 
‘hods it employs, and its 
ing business, are beyond 


Creates Acceptance 


“en nore,” he added, “the 
se, Ves that he would be 
‘d With the advertiser's prod- 
‘nd enjoy whatever business 


‘transactions he might have with the 
concern thus represented.” 
Reece is of the opinion that @nd product. 
industrial paper advertising has the , 
opportunity and hence the ‘® Increase ou 
| same obligation as general magazine 
| advertising to inspire confidence in —* e 
both institution and product. It must Dominion-wide 
yer for background, experience, 
financial and moral relia- 
integrity. It must repre. 
the client worthily to its cus- 
tomers and prospects. 


industrial 


“The calibre of our printed sales- 
must compare favorably others in Canada 
with the standards set by our per- 


| 


| 


Should Be Visualized 
Toronto, Ont.., 


If they 
representatives, 


Modernization 
Drive Started ganize a continuous 


tie-up with the modernization move- 


Aug. 2.—Moderniza- 
paper advertise- tion, one of today’s chief sales pro- 
be accurately visualized motion themes. 
and carefully executed,” 


he declared, | of attention by manufacturers of in- 


sonal salesmanship. Each must be | ful modernization 
representative of 


ment. 


institution of unmis- the subject of a campaign announced illustrations and 


character and a _ product jn the July issue of Canadian 
possessing all the value that Basic and Varnish Magazine, sole Canadian | Seal bearing the slogan 
Incorporated, knows how publication covering the paint and | ™Modernize with paint, 


to put into it. painting industry 


Advertisers, 


_ 


The palatial Nether- 
land-Plaza Hotel, one 
of America’s outstand- 
ing hostelries, and 
headquarters for the 
Cincinnati yg er 
of the N. I. A., Sep- 
tember 20- a 22, 1934. 


INCINNATI is going to do it up 
brown for you this year. The 
National Industrial Advertisers 

Association Conference on Sep- 
tember 20, 21, and 22 promises to 
eclipse in sheer interest and enter- 
tainment any convention of the 
past years. 

The program will be strong- 
strong in speakers whose names 
are industrial by-words throughout 
the land. Some of these headline 
speakers will be marketing men— 
others advertising men who have 
scored notable successes and know 
just how to interpret for us their 


THE CINCINNATI 


agency men, and 


success which attended the success- | 


The annual banquet will be a sparkling 
affair—in the romantic **Pavillion Caprice”’ 


in the Dominion. | Wallpaper. 


who watched the | over the country 


e CENTRAL LOCATION « 
LOW REGISTRATION FEE 
e EMINENT SPEAKERS « 
PLENTY OF ENTERTAINMENT 


—these are only a few of 
the features 


* * 


* 


profitable campaigns. Plenty of 
variety; plenty of good red meat; 
plenty of helpful, usable informa- 
tion for all of us. 

No matter where you live, Cin- 
cinnati lies within easy travelling 
distance. The registration fee is 
surprisingly low—only 6 dollars. 
The annual banquet will cost you 
little—and what a feast it will be! 
But the entertainment features do 
not stop here; there will be much 


WILL HELP YOU 
MAKE THE MOST OF 
RECONSTRUCTION 


OPPORTUNITIES 


SEPT. 
20-21-22 


campaign in the 
both institution Canadian plumbing and heating trade 
are adequate | by the Sanitary Engineer, 
their effect will be and Steam Fitter 
r sales volume.” 


have reason to be 
optimistic for a similar success for 
Canada’s latest move 
and painting industry. 

Spring “Clean Up” 
campaigns have been 
various centers for 
| but this is the first 


some time back, 


In directing the campaign the Ca- 
nadian Paint and Vurnish Magazine 
is receiving its share will supply the trade and painting| ‘The 
contractors with informative articles | 
that they may instantly | qustrial products in Canada, and is | securing modernization business, | vertising manager. Mr. 
advertising copy |formerly in the same capacity with 
action-inducing | O# Well Supply Company and the 


> suggestions, and an , 
Paint Mesta Machine Company. 


The cooperation of city officials all 
will be sought to 
take part in the movement. 


Plumber 


nual outing on Aug. 


i yaint : . 
in the pa Medinah Country Club. 


attempt to or- 


dominion-wide | P€ assisted by H. D. 


tising manager, 
Products Corporation, 


Gibson, Brewers’ Journal. 


Hagan 


“It pays to| 
varnish and 


Omaha 


ings code authority. 


else, as much as you can sandwich 
in between constructive meetings. 


Yours is the golden key to the 
city. Cincinnati, with its old- 
world color and new-world energy, 
opens its arms to you. For self- 
improvement, entertainment, hos- 
pitality and economy, it cannot be 
matched as a conference city for 
the N. I. A. A. 


BE READY: ACT NOW! 


Send in your reservation early 
and be ready to go on September 
20, 21, 22. Here is a holiday, 
meeting of minds and personali- 
ties, and a university of industrial 
marketing—all rolled into one. 
Just address your inquiries and 
reservations to Royal Ryan, 
Registration Committee, Hotel 
Netherland-Plaza, Cincinnati. Of 
all N. I. A. A. Conferences, this is 
the one you must not miss. 


CONFERENCE °£*** N.1. A.A 


“ ay 


: ptt : si Bin Gy 


All principal meetings will be held ina 
large, comfortable, air-conditioned hall 


Chicago 


E. A. A. Plans Annual 
Golf Outing for Aug. 23 


The Engineering Advertisers As- 
sociation. Chicago, will hold its an- 
23 at the 
A golf tour- 


nament and dinner party will fea- 
and “Renovize” | ture the day. 
carried on in M. D. Pugh, advertising manager, 


Illinois Testing Laboratories, Inc., is 
chairman of arrangements and will 
Payne, adver- 


Molded 
David B. 


Hagan Appoints Brown 

Corporation, Pitts- 
burgh, has appointed L. R. Brown ad- 
Brown was 


Elected to Code Authority 

Paul H. Leussler, sales manager, 
Steel Works, 
elected a member of the steel cast- 


has been 
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~ ee awe = sate eae akon — pe — ~~ 
: aeons ~~ a - - - enemas = — 
p y / Finds County 
e 
S ACE BU ER S GUIDE Engineers Do 
7 
. ee . . | d bli . 
A Classified Advertising Section for Industrial, Trade & Class Publications anitary W ork 
; field. First publication on nine out of ten lists. | [amber Tractors 
Baking Read by —! of — foreign implement import- 4 New York, Aug. 2.—County engi 
—_—_———_—— oe ers all over the world. : ’ . 
BAKERS’ HELPER AMERICAN LUMBERMAN = 6 mo sorignent eittiishea 188g | Heers, long thought to be occupig 
820 S. Wells St.. Chicxeo New York W. F. Leg- z 431 8. Dearborn St., Chicago, Ill. Established | wor the trade in farm operating equipment, inelud- | a]most entirely with road buildin 
gett, 10 E. 39th St., Caledonia 5-5503. Established | Grain and Feed 1873. News of national scope embracing all branches | ing implements, hardware, tractors, tractor equip ’ g 
1881. The oldest American bakers’ magazine. Edi- of the ow? a eS Ley ment, none, —~ pee qn wenn. ane are now showing a marked interes, 
plicy ers in all pt f pro- newspaper particula i bi-weekly, ur i oses ys preceding : . : < SI 
pon ge | ae LA. a ee authori GRAIN & FEED JOURNALS CONSOLIDATED | jutinies of large enterprises. More than 100 paid gy = size, 7" x10%. One-time rate, $120 in sanitary engineering and Water 
ties on staff. Circulation—paid, non-premium and over | 332 8. La Salle St., Chicago. A merger of Grain | correspondents located in the principal lumber pro-| Member A. B. C. Lo only national paper in the ly cecordin t tudy 
90% by mail. Advertising—resultful, reaching major | Dealers Journal a, soe): Snetee Se ducing one “gg supply ioe aap general tractor field. Far in the lead on tractor Supply, acc & to a study Made 
’ ’ ne industry wclude n nt} rator & Grain rade (establishe 3 rain] ings each wee Special features provide merchan- j jvertising. Read by all tractor manu- a " " ae 
po toll nage dhe een ae ry gy World (established 1926), and The Price Current- | dising ideas, legislation at Washington, transporta- | me Doty eationel jobber .s distributor cir- by Public Works covering al! coun 
thousand. Bakery experts analyze and make baking | Grain Reporter (established 1844). Published sec-| tion matters, markets and news regarding lumber- | cyjgtion. Dealer circulation covers best tractor ter |ties in the United States of 10.09 
tests. Isued every other Saturday. Forms close 10| ond and fourth Wednesdays of each month. Final| men and lumber concerns. Agency commission, ritory. Also issues Tractor Field Book, annual, R J U00) 
days preceding. Type page, 7x10. Page rate: 26| forms close Saturday preceding publication date. | 15%, when complete plates are furnished, otherwise | jyjy population and up. 
times. $100; 13 times, $110. Half-page rate: 26 | Paid circulation exceeds 5,000; total, 6,000. To op- | 10% with 2% for cash. We invite inquiries for Replies h sti ir 
times. $55; 13 times. $62 Subscription, $2 @ year. | erators of grain —_— feed gases = ——_ rates and surveys. eplies to the questionnair used 
~~ © A ae: plants, field seed handling and processing plants. : , se A 
Member A. B. P. and A. B These fields are reeognized as Mw largest A. = were received from 677 or 37 per 
complete elevating, conveying and power tranamit- B . P 
BAKERS’ REVIEW ting equipment, and all other equipment for the | Milk cent of the 2,145 engineers. 
830 W. 42nd St., New York City; Chicago office, | sag oy ane processing of grein Geld seeds and n u 5 r l a The survey disclosed that %4 Der 
Chas. B. MacDowell, manager, 11 8. La Salle St. | for the grinding and mixing o . MILK PLANT MONTHLY cent of the county engineers 
Established 1898. Filled from cover to cover with 327 8. La Salle St., Chicago. Covers fluid milk : ‘ wae are 
brief, authoritative articles. everything in 8 cen- industry, Read by milk plant owners, executives, s s either in charge of the sanitary eD. 
cise and quickly assimilated form. Complete cov- selentific and technical staff, managers, ete. Pub- 7 F ’ l 
erage—over 30,000—reaching every mr nner p .. Hotels lished on the 5th. Forms close 15th preceding @ > 4 Oo by j fe) n 4 gineering work of the county or en. 
the country at lowest rate in this flelc ‘our-ten ~ , . x é : 
of a cent per reader, Maintains laboratory for bak- a7ee pare ne ‘a"* oe nh’ C aguas gage in consulting Sanitary engineer. 
tng teste cuperviced by chemist ond prectionl bebe. THE HOTEL MONTHLY commission, 13%, when Lilisare paid in full by ing on the side. About 162/3 
Published monthly on the first. Forms close ten * we : 100: £ e “/3 per 
' recedi Type page. 4%x7. Page rate, 12 950 Merchandise Mart, Chieago. Published 15th | 20th of billing month. One-time page rate, $ $ eB 2 
ones Dp $120: PM, #305 quarter-page, $35. | 0% month. Forms close 1st of month. Type page. half-page, $57; quarter-page, $35. Twelve times: Ss 18-20 A iati t I cent said they had direct charge ot 
hee Centaciad Citetedian Anak ‘ *| 7x10. One-time page rate, $125; half-page, $70; | page, $85; half-page, $45; quarter-page, $26. In- ept. -20. ssociation o ron th sanitary engineerin york 
a an ee ee 12-time page, $100; half-page, $60. Agency dis- | serts 90% of earned page rate. Representatives e Sanitary gineering work gf 


BAKERS’ WEEKLY 
45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 


year, $100 a page. Type page size, 7x10. Member 
a4udit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. Largest net paid circulation in 


field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies. 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. total monthly circulation 
of over 4500. Publishing date, fifteenth of each 
month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


(Established 1876), published by H. 8 Rich & 
Co., 431 8. Dearborn St., Chicago, Ill. A monthly 
journal devoted to the brewing, bottling, malting 


and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $46; one-quarter page, one 
time, $35; . $25; one-eighth page, one 
time, $24; . $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
eeived five days prior to publication date. 


Yoal 

THE BLACK DIAMOND 
4 weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 


years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bldg., New York; 201 State 
Theatre Building, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. Size of page, 
0x12 inches. Page rate, one time, $90; 52 time 
rate, $78; half-page, one time, $48; 52 tims, $41; 
quarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 
112 E. Superior St., Chicago, Ill, Is the 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion Total circulation, 36,752. The Journal is 
issued the first of each month Forms close first 
of month prior to publication. Type page, 4%x7% 


Official 


inches. Yearly rates: One page, $112.20; half-page, 
$6 .15; quarter-page, $42.50; eighth-page, $28.90. 
Farm Implements 
FARM IMPLEMENT NEWS 

431 8S. Dearborn S8t., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page, 7%4x10%. One-time page rate, $120. Mem- 
ber A. B. CC. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory Also the Tractor Field 
Book, issued annually in July. Recognized national 


count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 


ber A. B. C. and A. B. P. Write for Audit Bu- 
reau of Circulations’ statement. John Willy, Inc., 
publisher. 

Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South's leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 8,000 copies monthly, of which 
85% are South. Reaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
in the world. Several memberships in A. 
B. C., A. B. P. and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St., New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 
of each month. Type size 7x10. Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four pages 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 
and tip service. 


MIDA’'S CRITERION 


Published by the Gillette Publishing Co., Daily 
News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, ete., the pub- 


paper of this fleld. Established 1882; oldest in the 


lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


e& 


ce 


TRACE MARR REG US PAT OFF 


GCONO= OF ame 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


* 
Write or phone 


us for samples 


and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 


1322 SOUTH WABASH 


AVENUE—CHICAGO 


Telephone Calumet 7200 


New York and San Francisco. 


Paper 


ENVELOPE & SPECIALTY PAPER INDUSTRY 
185 N. Wabash Ave., Chicago. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, publie utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
Dact. Pages, $375; half, $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
State trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 


page, $99; six-page, $93.50; 12-page. $82.50. Rates 
based on amount of space used within 12 montha. 
Type page, 7%xl19% inches. Circulation § sworn, 


net paid, 5,743. Subscription price, $3 per annum. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. It 
carries more than double the volume of its nearest com- 
petitor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery The twice-a-veek construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
Struction reports. Gillette Publisning Company, 400 
W. Madison St., Chicago, Ill. 


Seed 


SEED WORLD 


325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail. wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 


U.S. Department of Agriculture training, and men 
of practical business experience in their respective 
tines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement ang 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men 
chief operators, wire chiefs, linemen. Articles op 
engineering, maintenance, management, commercial 
oractices. New modern cover, new typography, en 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi 
nary reader influence, advertising effectively reaches 


those originating or specifying purchases. Adver 

tising rates and circulation statement on reauest 
TELEPHONY 

Published every week on Saturday by Telephony 


Publishing Corporation, 608 8S. 
‘ago, telephone Wabash 8604. Contains the tele 
ohone industry ¢ news and articles on plant, 
ommercial and engineering subjects. It is 
fore read with interest by everyone in the telephone 
susiness, including executives, managers, engineers 
olant men, chief operators, wire chiefs and linemen 
Subscription, $3 per year. Type page, 7x10. Circu 
‘ation, 5,815, divided: Bell companies, 868; Inde 
pendent companies, 4.947. All regular acdertiser: 
ire entitled to complimentary copy of Telephony’: 
Directory, containing complete list of telephone ex 
*hanges and buyers of material. Advertising rates 
sample copy and breakdown circulation statemen: 
on request. 


Dearborn St., Chi 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
1380 Atlantic Ave., Boston, Mass. ‘‘The recognized 
wean of the cotton and woolen industries of Amer 
‘ca."” Member A. B. C. Published weekly; issuer 
Thursday. Last forms close Saturday noon preced 


{'ng publication 


date. Type page, 7x10 inches 
standard; one-time page rate, $150; 12-time page 
sate, $130; one-time half-page rate, $80; 12-time 
valf-page rate, $65. Discounts to recognized agent: 
furnishing contracts and copy service; circulatior 
itatement furnished on request; subscription price 
$4. 


and Steel Electrical Engineers Con- 
vention and Exhibit, Public Audi- 
torium, Hotel Statler, Cleveland. 
John F. Kelly, managing director, 
1010 Empire Bldg., Pittsburgh. 

Sept. 19-21. National Petroleum 
Association at Traymore Hotel, At- 
lantic City, N. J. 

Sept. 20-22. 12th Annual Confer- 
ence National Industrial Advertisers’ 
Association at Cincinnati, O. Wil- 
liam E. McFee, Middletown, O., gen- 
eral chairman. 


Sept. 24-28. American Hospital 
Association, at Municipal Audi- 
torium, Philadelphia, Pa. 


Sept.28-Oct. 1. Industrial Exposi- 


tion at Convention Hall, Asbury 
Park, N. J. W. Earl Hopper, 
director. 

Oct. 1-5. National Metal Congress 


ind Exposition, at Port of Authority 
Bldg., New York. 

Oct. 1-5. American Society for 
Steel Treating, at Port of Authority 
Bldg., New York. W. Eisenman. 
secretary, 7016 Euclid Ave., Cleve- 
land, Ohio. 


Oct, 8-12. Third American Exposi- 
tion of Brewing Machinery, Ma- 
terials and Products, at Grand Cen- 
tral Palace, New York. 

Oct. 15-20. National Business 
Show at Port Authority Bldg., New 
York. Edwin O. Tupper, secretary, 
50 Church St., New York. 

Oct 15-20. Dairy Industries Ex- 
position, at Cleveland, Ohio. 

Oct. 15-20. Eleventh Southern Tex- 


tile Exposition, at Textile Hall, 
Greenville, S. C. 
Oct. 22-26. 38th Annual Conven- 


tion and Exposition of the American 
Foundrymen’s Association in con- 
nection with the Fifth International 
Foundry Congress at Convention 
Hall, Philadelphia, Pa. 

Nov. 12-15. 15th Annual Meeting 
of the American Petroleum Insti- 
tute at Adolphus and Baker Hotels, 
Dallas, Texas.. 

Nov. 12-16. National Hotel Expo- 
sition at Grand Central Palace, New 
York. Charles F. Roth, manager. 

Nov. 12-16. National Convention 
and Exposition of American Bottlers 
of Carbonated Beverages, at 106th 
Armory, Buffalo, N. Y. 


Nov. 19-23. Automotive Service 
Industries Show at Auditorium, 
Cleveland. 


Dec. 3-8. Eleventh National Expo- 
ition of Power and Mechanical En. 
sineering at Grand Central Palace. 
New York. Charles F. Roth, man- 
iger. 

Feb. 11, 1935. Third National Knit 
vear Industrial Exposition, at Grand 
Jentral Palace, New York. A. B 
‘offman, manager. 


the county. An almost equal number, 
17 per cent, advised that while they 
did not supervise the county sgapj. 
tary engineering, they acted as ¢op. 
sulting sanitary engineers when the 
opportunity afforded. 


81 Act as Consultants 


Of those in charge of the county 
sanitary work, 81 also act as cop. 
sultants, raising the total of those 
who do consulting work in varying 
degrees to 198 or 29 per cent of the 
entire group. 

In general these men act in a con 
sulting capacity for small municipal 
ties within the county which do not 
employ a regular city engineer, 4): 
though in the middle west there are 
quite a number of instances where 
the same man holds the position of 
city engineer for one of the larger 
cities as well as that of» county 
engineer. 

The greatest activity in sanitary 
engineering on the part of county 
engineers is shown in the west where 
the survey shows 43 per cent in the 
mountain states, 43 per cent in the 
west south central states and 34 pe 
cent for those in the west north cen 
tral. 

Show Practice in East 


Along the Atlantic seaboard the 
county’s sanitary work is more com 
monly directed by a separate official, 
but a relatively small number of re 
turns from the middle Atlantic and 
south Atlantic states indicate thal 
28 per cent and 24 per cent of the 
engineers respectively do sanitary el 
gineering work. 

The highest percentage for the 
nation is registered in Montana 
where reports from 62 per cent of the 
counties indicate that 70 per cent o 
the county engineers are actively e 
gaged in sewage treatment and wale! 
supply. 

While at the present time the ma! 
ket for sewage treatment and wate! 
works equipment in counties canne 
be compared in volume with the ma! 
ket among cities, the counties appea! 
to represent a new and growing ma! 
ket worthy of attention. 


Peters Charges More _ 
for Outside Mailins 


Peters Publications, Inc., Kans 
City, Mo., publisher of five state C0! 
tracting papers, has announce® 
higher subscription prices for SU” 
scriptions coming from _ outsit® 
points. sa 

For instance, the price of 7¢” 
Contractor will be $10 on all week!! 
subscriptions outside of the state“ 
Texas after August 1. The regulal 
price is $5. 


17,000 


self-serviced fleets of ten or more automotive vehicles are reached 
monthly by 


FLEET OWNER 
90 West St., New York, N. Y. 
A summary has been made of the returns to a questionnaire on « Auxiliary 


. * ° ° ° v 
Lubricants” which appeared in a recent issue. A copy of the summa 
will be sent, without charge, upon request. 
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WAKES SURVEY 
af SURVEYS OF 
BREWERY PAPERS 


vine Studies Included in 
bray Report 


Chicago, Aug. 2.—A survey of all 
survé known to have been made 
of publications in the brewery field 
io determine the thoroughness with 
which the publications are read and 
the extent of preference for these 
publications has just been concluded 
py Russell T. Gray, Inc., industrial 
agency, for one of its clients. 

he investigation is of interest not 
from the standpoint of the re- 
sults disclosed by it, but for the 
yaried technique employed in con- 
ducting the surveys to get facts as 
possible from influencing 


alone 


free 
tactors 
The ageney proceeded by request- 
ing each advertiser or agency known 
to have made such an investigation 
to cooperate with it by furnishing 
the original material and in most 
ses it received wholehearted coop- 
eration 

In addition to the investigations 
vhich have been given wide public- 
ity, it endeavored to locate any other 
studies that would throw light on 
this question, and to that end con- 
tacted representatives of the leading 
publications in the brewery field. 
The resulting report summarized 
each of the individual studies which 
seemed to have a bearing on the 
problem and at the end attempted 
to consolidate the findings of all the 
surveys into a simple composite con- 
clusion 

The following investigations were 
included in the report: 


The Heimer Survey 


About three months after the legal- 
ization of beer, the first survey of 
brewery publications was made by 
Kk. J. Heimer, advertising counselor, 
Chicago. Questionnaires were mailed 
to a list ineluding all breweries 
licensed up to that time. The re- 
ipient was requested to check the 
lagazines he read and double check 
the ones he preferred. 

The next general survey of record 
vas made by Littleford Bros., Cin- 
Innati, in November, 1933. This 
mpany used its own customer and 
prospect mailing list covering brew- 
fry executives and brewmasters. A 
total of 1,397 


ailed. The questionnaire gave no 


jublication’s name but left blank 
‘pace for the recipient to fill in the 
lame of first, second and third choice 
bublications, 


In December, 1933, the B. F. Good- 

bber Company circularized 

the general list of Sweet's Engineer- 
/ Catalog requesting a list of pub- 
itions in the brewery field which 
re read regularly. 


Tyson-Rumrill Investigation 


In January, 1934, Tyson-Rumrill 
‘ssoclated, Rochester, N. Y., sent out 
'Guestionnaires to a list of master 


le questionnaire listed eight pub- 
ations and asked for first, second, 
rd fourth choice. Publications 
isted alphabetically. 
uary of this year the Inter- 
‘onal Harvester Company made a| 
limited survey, mailing 66 let- 
to brewers that had purchased 
Mational trucks during the pre- | 
The questionnaire listed 
p blications and requested the 
executive to check those 
rea and those which were 


Is ‘ 


ven 


lanville, Inc., is attempting | 


questionnaires were | 


| stamped with the owner’s name. 


jabout 10 per cent. 


through its sales organization to find | 
out what papers the brewmasters 
read. 

The Stewart Iron Works, Coving- | 
ton, Ky., mailed some _ question- 
naires to breweries in Ohio, Penn- 
sylvania and Wisconsin. 

It has been commonly reported 
that Barry-Wehmiller, Inc., St. Louis, 
Mo., made an investigation regarding 
brewery publications but a request 
directed to them for information re- 
ceived no reply. 

Stack-Goble Report 


The latest report made in this field 
was that by the Stack-Goble Adver- 
tising Agency, Chicago, under date 
of April 3, 1934. 

It mailed 1314 questionnaires to 
executives and brewmasters of every 
brewery in the United States. They 
were asked to indicate the publi- 
cations they read regularly, those 
to which they are paid subscribers, 
and the one which they would pre- 
fer if they could only get one. 


NEW DEAL FOR 
JINX’ PRODUCT 
MAKES WINNER 


Chicago, Aug. 2.—Though it seems 
a tar cry from the optical world to | 
the industrial field, advertising men | 
in the latter can pick up some valu- | 
able hints from the experience of | 
Bausch and Lomb Optical Company | 
in the former. 

The familiar problem: A product 
which had been on the market for 
several years—inherently and scien- 
tifically superior to its competitors, 
according to the company — higher | 
priced—but which for some reason or | 
other had failed to “catch on.” The | 
tremendous investment in tools and | 
research precluded the possibility of 
abandonment, consequently another 


|}solution was sought and found. 


The solution was to forget the past, 
widen the market with a price ad- 
justment; inject new enthusiasm | 
into salesmen; secure new outlets— | 
then help them sell. 

The product was Panoptik bifocals, | 
an improved double vision lens. The 
field was one in which there were | 
20,000 “dealers” or opticians and 
others of repute. The three collab-| 
orators on the advertising were | 
Herbert D. Strauss, who directs 
much of the promotion for both the | 
Bausch and Lomb Optical Company 
and The Riggs Optical Company, a 
distributor; M. C. Williamson, adver- 
tising manager of Bausch and Lomb 
and S. E. Wolfe. 

Widening the Market 

With new quotas established for 
Panoptik bifocals, the manufacturer 
was able to reduce the retail price 
Direct mail to 
salesmen prior to the opening of the | 
campaign told them of a “new deal” | 
and that “the rest is up to you.” 

The salesmen, numbering about | 
350, were equipped with handsome, | 
dignified suede zipper portfolios, each | 
In- | 
side of each portfolio was a complete | 
layout of the advertising program, | 
including the elaborate trade adver- 
tising campaign which played an im- 
portant part in convincing dealers 
that here was a lens that they could 
use advantageously. 

Perhaps of even greater importance 
in selling this lens was a booklet or | 
catalog designed to help the “dealer” | 
sell the ultimate user. This volume, 
hound at the top, instead of on the)! 
side, made use of the new spiral bind- 
ing. It was indexed at the bottom 
by means of a special collating of 
the sheets so that the optician could 
quickly turn to any feature in which 
a recalcitrant prospect showed _ in- 


| terest. 


Coupled with the other promotion, 
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BAUSCH AND LOMB 

Mailing pieces of this character told the 

Bausch and Lomb sales organization of 

the new campaign on Panoptik bifocals, 

and declared “we're counting on you to 
put it over.” 


this booklet, printed in a peculiarly 
attractive buff and black, helped the 
company’s salesmen corral about 4,- 
500 outlets, who were given the ex- 
clusive rights to prescribe, sell and 
fit Panoptik bifocals. Each who 
qualified by virtue of his ability in 
his chosen field was presented with 
an impressive document which certi- 


only gratified the opticians, but 
helped establish their prestige with 
their clients. 


Other Campaign Angles 
Another booklet appealed to the 


| superiority of Panoptik bifocals, ex- 


plaining the technical reasons for 
|the superiority of Panoptik bifocals 
over others. 

While no consumer advertising on 
Panoptik bifocals is done by the 
manufacturer, it is glad to assist re- 
| tailers to promote them. To this end, 
newspaper mats and a direct mail 
campaign were made available. The 
latter was altruistic in nature, invit- 
ing the user to stop in for adjust- 
ment of his glasses, and mentioning 
Panoptik bifocals only incidentally. 

Mr. Strauss is unable to put his 
finger on the exact reason why Pan- 
optik bifocals have become one of 
the Bausch and Lomb leaders. Pos- 
sibly every link in the chain was im- 
portant in relation to the others, 
helping to produce the correct im- 
pression that the Panoptik franchise 
is a highly profitable one. 


Yale & Towne Gains 


Yale & Towne Manufacturing Com- 
pany earned 9 cents a share in the 
second quarter, as against 4 cents in 
the preceding three months. A year 
ago it had a net loss of $82,324. 


fied to this fact. This “diploma” not 


A. A. Tanyane Dies; 
Gordon His Successor 


Albert A. Tanyane, general adver- 
tising manager of the Lockwood 
Trade Journal Company, Inc., pub- 
lisher of the Paper Trade Journal and 
Lockwood's Directory of the Paper 
and Allied Trades, died July 25 in 
Poughkeepsie, N. Y. 

Arthur E. Gordon has been named 
as his successor. 


Named Vice-President 


At a meeting of the board of direc- 
tors of A. M. Byers Company, Pitts- 
burgh, July 30, M. J. Czarniecki, for- 
merly general manager of sales, was 
elected vice-president in charge of 
sales, succeeding H. W. Rinearson, 
resigned. 


A. B. P. to Meet 


The fall meeting of the Associated 
Business Papers, Inc., will be held in 
New York in November in connection 
with the meeting of the National Con- 
ference of Business Papers Editors, 

A. B. P. headquarters has announced. 
| 


| Curtis Now with Lucas 


| Charles W. Curtis, formerly sales 
|and advertising manager of the Gen- 
/eral Scientific Corporation, Chicago, 
| has been appointed advertising man- 
ager of John Lucas & Co., Ine., Phila- 
delphia, paint and varnish makers. 
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because we know that its attractiveness invites reading. 


III Industrial Power could be printed in small 
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CLASS & INDUSTRIAL MARKETING SECTION 


August 4, 1934 


PUSH PLANS FOR 
NALA. MEET 


(Continued frem Page 1) 
themselves in a vigorous effort to 
make this year’s meeting the 
outstanding in the history of 
association, and the greatest 
tion of the event will soon be an- 
nounced by Gregory H. Starbuck, 
chairman of the program committee. 
Mr. Starbuck has the program in ten- 
tative form and those who have seen 
it declare it to be a highly developed 
work that no progressive 


most 
the 
attrac- 


piece of 


industrial advertiser can afford to 
miss. 
The theme of the conference, 


“Making the Most of Reconstruction 
Opportunities,” is indicative of the 
subjects that will be presented by 
talk au- 


men caretully selected to 
thoritatively from experience. The 
reports of the association's man) 


committees and those of the various 
chapters on their research activities 
will also contribute a wealth of ma 


terial and ideas for advertising ex- 
ecutives., | 
Mail coming into general head- 


quarters and to Kenneth Hunt, in | 
charge of attendance promotion, is | 
said to predict a most favorable at- 
tendance at the conference from at | 
sections of the country. Cleveland, | 
which is highly enthused, has al- 
ready made 15 reservations and St 
Louis is following closely with 10. 
The Chicago and New York organi- 
zations are vigorously promoting the 
event and promise large delegations. | 

The attendance promotion commit- 
has put several efforts in the | 
mail and a reprint of the advertise- 
ment in the current 
& INDUSTRIAL MARKETING 
mailed on Aug. 10. 

An intensive promotional schedule 
will start on Aug. 20 with a letter 
and reservation card to a newly re- 
list, to be followed a week 


tee 


issue of CrAss 


will be. 


vised 


Blue Book Broadens 


Business Paper’s 
Service 


Chicago, [Ill., Aug. 3. (A.B.C., 
A.B.P.)—Three months ago Bakers’ 
Helper, the publication that has been 
serving the baking industry for al- 
most half a century, announced a} 
new service for its advertisers, the 
Baking Industry Blue Book. One 
hundred and twenty-four advertisers 
received copies of this Blue Book | 
gratis, and all of them have found it 
to be a most valuable addition to 
their sales departments. 

Checking over this new Blue Book 
service offered by Bakers’ Helper, we 
find that it is much more than just 
a mailing list. It contains names 
and addresses of over 5,000 leading 
bakeries throughout the United 
States and Canada, plus much addi- 
tional information about them, such 
as date established, name of manager 
or owner, number of trucks operated, 
number and types of ovens” used, 
goods baked, number of employees 
producing and selling, method = of 
selling, wholesale, retail, or house- | 
to-house, and annual gross sales, | 

The Blue Book is divided into two | 
sections, the Geographical List and | 
the Group List. The Group List | 
covers baking organizations having | 
a central buying office and plants in| 
various cities. Officers are listed as | 
well as plant locations. 

Correction Service Enhances Value. 

Corrections and additions are | 
mailed to advertisers as often as | 
once a week and are in the form of 
new pages. This correction 


service | 
adds greatly to the value of the loose 
leaf Blue Book. 
Samples Prove Effective 

If you are anxious to increase your 
sales to the 1, billion dollar baking 
industry, you should not be without 
the Baking Industry Blue Book. So 
that you may see its potentialities, 
Bakers’ Helper will be glad to send 
you a few sample pages. Address 
your request for sample pages to 


Bakers’ Helper, the Magazine of 
Bakery Practice and Management, 
330 S. Wells St., Chicago, Illinois. 


Bakers’ Helper is 
New York by W. F. Leggett, 10 E. 
39th St. His phone is Caledonia 


© ©Feno 
aoe, (4 ert prent) 


represented in 


later by a simple folder of a third 


advertisement and business reply 
reservation card. 

Two additional efforts will be 
made early in September followed 


smash in the form of a 
with reply card on 


by a big 
jumbo telegram 


Sept. 15. 


The entertainment committee 
headed by Alexander Thompson, Jr., 
is planning an attractive booklet 
outlining the entertainment features 
of the meeting which will be sent 
to the entire mailing list. 

Exhibits Are Classified 
The exhibits committee under the 


direction of H. V. Mercer has been 
losing no time. It has issued a four- 
page folder with instructions for ex 
hibitors and these have been mailed 
with special letters to the member- 
ship, prospective members and to 
concerns serving industrial advertis- 
ers who may wish to exhibit in the 
booths to be provided for this classi- 
fication. 

The panel classification to be used 
this vear for members and _ non- 
members is very similar to that of 
The following divisions 
been established: 


past 
have 


years. 


including machine 
tools, road machinery, bottling ma- 
chinery, dryers, punch 
presses, engines, trucks, steam shov- 


Machinery 


separators, 


els, conveyors, blue-printing ma- 
chines, draglines, compressors, ete. 
Metals—including rolling mills, 


warehouses, wire manufacturers, fab- 
ricators, special metals, alloys, etc. 
Tools and Equipment—including 
bearings, pumps, hoists, electric 
equipment, lift trucks, bolting, hard- 


| ware, name plates, vents, ventilators. 


filters, speed reducers, air tools, 
trailers, batteries, regulators, valves, 


sewing machines, cranes, ete. 


Three Other Groups 


Power Plant Equipment 
boilers, valves, stokers, bins, 

Materials— including cement, 
ber, gasoline, oil, brick, ete. 

Associate Members—including pub- 
lishers, printers, engravers, advertis- 
ing agencies, and others who 
industrial advertisers. 

The exhibits will be judged by a 
committee of three, not yet selected. 
A certificate will be awarded for the 
best campaign in each classification 
The awards will be upon a 
rating determined by judges 
whose decisions will be final. 

Joth =1933) and 19384 advertising 
campaigns may be entered in the ex- 


etc. 
lum- 


serve 


based 
the 


hibit. Finished layouts and_ type- 
written copy for future campaigns 
are also eligible. Complete direct 


mail and industrial paper campaigns 
considered most desirable. Size 
held of im- 
portance, but small space campaigns 
will be welcome. 
paigns entered they should be 
accompanied by tuil explanation. 


are 


of space used is most 


are 


Crucible Steel Earnings 
Crucible Steel Company of Amer- 
ica and subsidiaries reported net earn- 
ings for the first six months of 1934 
of $712,033. This compares with a 
deficit in the 1933 period of $1,024.- 


eo 


iw. 


-including | 


If single piece cam- | 


SAYS: "BE READY" 


| . 


Howard F. Barrows 


Chicago, Aug. 2.-—Industrial adver- 
tising men are distinctly on the spot 
today and must be prepared to show 
Management some of the new tech- 
nique they have been’ promising 
“when things open up.” 

Such is the situation as viewed by 
Howard F. Barrows, advertising man- 
ager, Austin-Western Road Machin- 
ery Company, Aurora, I[l., and as 
president of National Industrial 
Advertisers’ Association he advanced 
|the thought as one good reason why 
every industrial advertising man 
should attend the conference of the 
association at Cincinnati Sept. 20-22. 

Mr. Barrows said: 
| “It has ‘fashionable’ during 
'the last three or four years for indus- 
itrial advertising men to apologize in 
;one breath for their curtailed pro- 
| grams and assure the world at large 
}in the next breath that the depres- 
‘sion had taught them lessons of econ- 
j}omy and efficiency which they would 
put to excellent advantage the mo- 
ment a resumption of business activ- 
ity made it possible to resume. nor- 
}mal, or nearly normal, advertising 
programs. 

“The time has 
every industry,” he declared, ‘““‘when 
|}mManagement is going to call adver- 
| tising’s bluff, if it was a bluff, or ex- 
pect to be shown the im- 
proved technique advertising 
men have been about so 
 glibly. 
| “‘*Making the most of reconstruc- 
tion opportunities,’ the theme of the 
| Cincinnati Conterence of the National 
|Industrial Advertisers’ Association 
|presents an challenge to 
every industrial advertiser or mar- 
_ keter. 


| “Those 
| 


the 


been 


come in almost 


some of 
that 
talking 


obvious 


who attend the Conference 
will not only learn about the recon- 
}struction opportunities that are con- 
stantly appearing upon the horizon 
frem the direction of Washington and 
elsewhere, but will also learn how the 
ecuntry’s shrewdest advertising and 
marketing minds are taking steps 
not only to make the most of those 
opportunities but also to demonstrate 
to management that all of the talk 
|}about improved technique had a basis 
| of fact.” 


DIE-CUT BOOKLET PACKS SALES PUNCH 


Unusual treatment commands attention. 


An unusual amount of attention 


value, reader interest and selling 
data has been packed into a small 
It-page die-cut booklet just issued 


by the Reeves Pulley Company, Co- 
j}lumbus, Ind., featuring its variable 
|speed transmission. It is done in 
fred and black and illustrated with 
jhalf tones and phantom drawings. 
The cover page shows an exterior 
view of the transmission unit and it 
is die-cut to its outline with the ex- 


ception of a small portion at the 
lower left corner and the fold edge. 
Its novelty and attractiveness com- 
mands attention to the inside pages. 

Illustrations the full size of the 
pages inside show the transmission 
with the cover removed and the po- 
sition of the driving mechanism for 
both minimum and maximum speeds. 

Other pages illustrate features of 
the belt, lubrication, and various en- 
gineering improvements. 


CIRCULATION, 
~ RATE TRENDS 
ARE REVEALED 


ANA, Analyzes 229 A.B.C, 
Business Papers 


New York, Aug. 2.—The rate per 
thousand circulation of business pa- 
pers has shown an upward tendency 
in recent years. according to “A 
Rate and Circulation Study of 229 
Class, Trade and Technical Publi- 
cations,” just published by the As- 
sociation of National Advertisers. 
The survey was confined to business 
papers which are members of the 
Audit Bureau of Circulations. 

While pointing out this salient 
fact, the association warned mem- 
bers and others that in the drawing 
of conclusions relative to individual 
industrial publications, an intimate 
knowledge of the publication’s edi- 
torial and perhaps’ contact-worth 
should be taken into consideration. 

The new survey was made follow- 
ing publication last year of “A Rate 
Study of 224 Trade and Industrial 
Publications.”” This analysis was so 
valuable, the association found, that 
it indicated the value of a somewhat 
more intensive study, which has now 
been made by the Industrial Adver- 
tisers Committee, headed by Ralph 
Kk. Leavenworth, general advertising 
manager of Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa. 


List Each Paper 


The major part of the new 32-page 
survey is devoted to a listing of each 
of the 229 A. B. C. papers, with the 
tollowing information about each for 
the last five years: Number of is- 


sues during each vear, page size, to-| 


tal average net paid circulation, in- 
cluding bulk; per cent of miscellan- 
eous and unclassified trade distribu- 
tion circulation, black and _ white 
page rate (one-time and all issues 


during a year) and cost per page per | 
This cost is given | 


1,000 circulation. 
both for one-time and for all issues 


in the course of a year. The last 
year which is covered in detail is 


1933. 

The papers are grouped by fields, 
so that the reader may get a quick 
picture of circulation and rates of 
each paper in a given industry. 

Three pages are given to charts 
showing the range and relative range 
of fluctuation of the one-time cost per 
page per 1,000 circulation of 210 pa- 


pers which have been members ot 
the A. B. C. for at least three years. 

In setting up these price range 
comparative charts, page size was 
taken into consideration. Publica- 
tions which are noticeably more or 
less than the basic 7x10 page size 


had their one-time rate adjusted ac- 
cordingly. This makes the range 
charts comparative throughout. 

The final feature of the survey is 
a series of charts which give a com 
parative picture of circulations and 
rates of the combined magazines in 
each of 28 important groups. Whereas 
previous charts and figures com- 
pared paper with paper, this part of 
the survey shows the trend, field by 
field. One line indicates the course 
of circulations, the other the range 


of rates in each field over a period | 


of five vears. 
Result of Survey 
The A. N. A. summarizes its find- 


ings in these words: 

“In considering the general trend 
of the cost per page per 1,000 (‘one- 
time’ from three to five years from 
1929 to 1934), we find that this cost 
of 184 of the publications is increas- 
ing, 12 decreasing. As to the cost 
per page per 1,000 ‘all issues,’ 179 
are increasing, 11 decreasing.” 


} 


| Company; H. bk. 


The survey will be distributed to | 


members of the Association of Na- 
tional Advertisers and sold to non- 


members at $5 per copy. 

Members of Mr. Leavenworth’'s 
committee are as 
3ebb, Otis Elevator Company; Rob- 
ert D. Black, Black & Decker Mfg. 
Company: Allan Brown, Bakelite 


follows: a. ©. 


ee 


OFFICIAL STATIONERY 


see 


L MAKING THE MOS) OF RECONSTRUCTION OPPORTUNDMES 


The N. I. A. A. Cincinnati Confer. 

ence Committee produced this 

special stationery, which is printed 

dark blue on white, to be used by 

all chapter officials in promoting 
the fall meeting. 


Corporation; R. C. Byler, SKF Jp. 
dustries, Inc.; G. C. Congdon, Jones 
& Laughlin Steel Corporation; Bep. 
nett Chapple, American Rolling Mij! 
Delander, 
Company; Ken R. Dyke, Colgate. 
2almolive-Peet Company; Julius §, 
Holl, Link-Belt Company; R. P. Kel. 
ley, Timken Roller Bearing Com. 
pany; William Knust, National Lead 
Company; Theodore Marvin, Hereu- 
les Powder Company; J. N. McDon- 
ald, Anaconda Copper Mining Conm- 
pany; W. L. Schaeffer, National Tube 
Company; Stanley P. Seward, White 
Company, and W. A. Wolff, Western 
Electric Company. 
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February Is 
Low Point for 
Hardware Sales 


New York, Aug. 2.—February is 
the lowest sales volume month in 
the year for most wholesale hard: 
ware firms, according to an article 
in Hardware Age issued today. Jan: 
uary, July and December, in order 
named, show the next lowest whole 
sale hardware sales records. 

The article which is based on an 
intensive study of the subject made 
by the publication shows that hard 
ware jobbers’ experiences vary 
greatly due to geographical locations 
and kind of merchandise carried and 
also brings to light some 
tions for correcting low points in 
sales curves. 

Editorially, the publication d& 
clares that there will always be § 
lowest sales volume month in each 
year, just as there will be a _ high 
peak month, but suggests that th 
range may be better controlled DY 
cooperation with the 


sugges 


retailer In 
seeking new lines to offset the low 
sales periods which have harassed 


the business for so many years 
The article is illustrated with 4 
detailed two-page map. 
Hundreds of industrial plants, 


theatres, hotels, stores, offices are 
in urgent need of modern AIR 
CONDITIONING systems. Your 
advertisement of air conditioning 
equipment and supplies in HEAT- 
ING AND VENTILATING will 
reach the men who are influential 
factors in specifying and purchas- 
ing your product—the engineers 
and contractors in the air condi- 
tioning field—the readers © 


HEATING AND VENTILATING: 


Rates and other details on request 


Heating ond 
Ven 18h 


148 Lafayette St., New York 
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